






































Seasons NEW Stars 


of Popularity 
and Profit 


Feature O-B 10K gold seal rings — 
the ideal “distinctly personal” gift. 
These All-American made, modern 
ring designs assure consumer 
satisfaction in service and proud 
ownership. 
Order by following numbers: 
A-5X6398 C-5X6395 
B-5X6399 D-5X6396 
E-5X6397 
For further information 


see your wholesaler or write direct to 
Ostby and Barton Company 


‘118 Richmond Street, Providence, R. I. 
Branches: New York, Chicago, Los Angeles 
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KON-ITE 


SPLIT-PROOF 


Figure it any way you like -- past performance, form, 
heredity, or just on looks--the NEW KON-ITE STRAPS 
are a sure thing to lead all the way. 


No other watch straps offer all these quality features: 
% MOLDED LUG ENDS that never wear out, never bind, can- 


not corrode. Made in all standard widths. 


% MOLDED BUCKLES AND KEEPERS eliminate all metal-to- 


leather contact. Time tried and proven. 


%& SPLIT-PROOF TIPS made of one continuous piece of leather 
(patented) cannot separate or fray. 


% DIE-FORMED LEATHER TUBING, smooth all-around, with no 
exposed stitching or rough edges. 


% TOP GRADE LEATHERS, all bark-tanned or vegetable- 


tanned. No chrome leathers used in Kon-ite straps. 


FREE WATCH STRAPS FOR YOUR SALESMEN TO WEAR. 


One strap FREE with every order for card of 6 straps; 
Six straps FREE with 30-strap display-case assortment. 


Fill out, attach to your letterhead, and mail to 


A. SAUER & CO., 439 RACE STREET, CINCINNATI, OHIO 
LC] Cards of 6 Straps, assorted colors and sizes, @ $2.50 per Card. 
[| Display-Case containing 30 assorted Straps, @ $12.50 complete. 
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SPEAKING OF THE JEWELRY TRADE 


5 A. M. telephone call routed 
Gabe Hausmann, of Haus- 
mann’s, Inc., New Orleans, out of 
bed one morning last month. “My 
wife is suffering agony from a ring 
on her finger,” a man’s voice said. 
“Will you come and cut it off?” 
“Yes, I will,’ pledged the still- 
sleepy Mr. Hausmann. “Meet me in 
front of the store in half an hour.” 
By 5:30 A. M., four characters 
were ready for the “‘operation’’—the 
woman, whose finger was swollen 


7? 








and black-and-blue from a tight band 
around it which had cut off the circu- 
lation and who was also suffering 
severe pains in her arms and back; 
the worried husband; Mr. Haus- 
mann, and an experienced ring cut- 
ter-offer from the store’s staff. 

By 5:40 A. M., the ring was 
ground off ; the patient felt almost in- 
stant relief. 

Later in the day, Mr. Hausmann 
discovered that no institution in New 
Orleans had facilities for cutting 
rings. Five hospitals put his name 
on their lists of staff physicians as 
their “official surgeon for taking 
rings off fingers.” Page Dr. Haus- 
mann! 
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USEFUL and different pre- 
mium is given account-openers 

by Lester Berg, of Seattle. 
Cooperating with the National 
Defense program, Berg announced 


FOR AuGusT, 1941 


that his firm will give two 25-cent 
defense stamps to every person who 
starts an account. Four points, in 
Berg’s opinion, give value to this 
plan: merchandise sales are speeded, 
good will is built for the store, the 
customer is encouraged to start sys- 
tematic saving, and the Government’s 
Defense Program gets a boost. 

Berg pointed out to customers that 
the addition of two or three defense 
stamps a week, purchased at banks 
or postoffices and mounted in an 
album, soon builds a sizable sum, 
which may be exchanged for $25 
Defense Bonds. 
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HE P. J. McNeel Jewelry Co. 

in San Antonio, Tex., had a 
woman on the books who owed $7 
for seven months, but paid no atten- 
tion to bills or minor duns. Ben 
Schwartz, the manager, decided to 
wake her up. So in making out the 
next statement of account he put a 
“1” in front of the “7” to make it 
read, “Statement rendered $17.” 

Next morning she called up bright 
and early, saying, “Didn’t you make 
a mistake in my account?” 

“A mistake, what do you mean?” 
Schwartz replied, suavely. 

“Why, it reads $17 and all the 
other bills I got from you only 
read $7.” 

“Well, then will you please be 
good enough to send us a check by 
return mail so we won’t make the 
same mistake again?” 

It came the next morning in the 
mails. After seven months she finally 
called up about her account and paid 
it promptly. All of which demon- 
strates that a little artifice now and 
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then will do the trick of collecting 
stale accounts. 
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EWELERS in search of a mer- 
chandising point to attract wo- 
men college students should promote 
masculine jewelry, according to the 
Joseph K. Fasold Jewelry Co. of 
Gulfport, Miss. 

Located near fashionable Gulf 
Park School, where 1000 students 
are “finishing,’ Mr. Fasold has ac- 
ccmplished his best merchandising 
results through appealing to these 
younger feminine customers with 
masculine items certain to appeal as 
gifts for the “fellow back home.” 
Included are tie pins, clips, evening 
accessories, rings, cuff links, watch 
chains, watches, cigarette cases, and 
a dozen other ideally gift-slanted 
items. 

Noting that students of the school 
visited the Gulfport shopping dis- 
trict each Saturday, Mr. Fasold de- 
veloped the habit of trimming one 








small window with “gifts for men” 
over the weekend—leaving this to 
back up a small ad he has run weekly 
in the school publication for several 
years. Results proved so good that 
later on he extended an offer to the 
Gulf Park School to use his windows 
for special displays of handiwork, 
dance programs, etc. This built up 
basic goodwill strongly, and the sale 
of men’s jewelry as gifts became an 
(Please turn to page 56) 
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see DFTEAR HDT 


America’s ten. leading fashion experts endorse New Gruen 


a mathe 


POW Ld Ig Ie nike 
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MORE NATIONAL ADS! Eye-compelling new edi- 


torial type ads dramatizing Gruen’s endorsement as 
“America’s foremost watch designer” by America’s 
leading fashion designers. Ads on the Gruen Curvext.. 
Gruen Veri-Thin} ...on the whole Gruen line. Actually 
22 insertions—20 of them full pages . . . many in color. 
Ads one-after-the-other from August right through your 
Christmas season. 


*Trade Mark Registered 
@Trade Mark Registered 





ENGINEERING 
& NEWS-RECORD 


Contractors » 
Engineers Monthly | 


NEW y Oar = a= 


rt tae 


Oa & 2.9 ix 


“eno 


THE, THON RERD 


nstaniancous 
ar : m, i tiquette meen $) 


ls THE SAT ERDAY 
Bee Se Gost 


EVENIN rf 


MORE NATIONAL MAGAZINES! It’s a powerhouse 


lineup—The Saturday Evening Post . . . Life . . . Collier’s 
. American Magazine oe Ragaive ..» New Yorker... 
Koapin .. « You Magazine . . . Mademoiselle . . . Christian 


Science Monitor . . . American Weekly. And six leading 
doctor’s, nurse’s, engineer’s magazines. More than 157 
million separate Gruen reader impressions reaching prac- 
tically every fine-watch prospect in America! 


GRUEN-—tne precision* WATCH 


+Reg. U.S. Pat. Office. Patented U.S. Patent Nos. 1855952 Re. 20480. Canadian Patent No. 370997. Copyright 1940 by The Gruen Watch Co. 
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line as “America’s Fashion First” in the watch industry 





MORE LOCAL RADIO! MoreGruenTime 


signals, spot announcements and news 
broadcasts . . . 365 days a year... over 
more big stations (big stations reaching 
more than 65 million people!) Here’s 
year ‘round advertising right in your 
own vicinity — reaching your customers 


day after day. 


1941—-cruen’s BIGGEST ADVERTISING YEAR! 





MORE SPECIAL PROMOTIONS! Coordinated magazine, radio 


and store promotions tying in with Military Service, Feature Watches, 
Professional Watches, Christmas. Tying YOU in with the finest store 
helps Gruen or anyone else has offered—displays, signs, gift folders, 
car cards, posters, recorded radio show, newspaper mats, everything 
it takes to make a GREAT season for you. Count yourself in. The 
Gruen Watch Company, Time Hill, Cincinnati, Ohio, U.S.A. In 


Canada: Toronto, Ontario. 


Copyright 1941, The Gruen Watch Co. 


pReg. U.S. Pat. Office. Patented U.S. Patent No. 2194452. Canadian Patent No. 389616. Copyright 1939 by The Gruen Watch Co. 
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SPEAKING OF THE JEWELRY 


TRADE 
(From page 53) 


important item in the store. Only a 
minor amount of feminine pieces are 
involved—as experience has taught 
Mr. Fasold that young women 
students are primarily interested in 
buying gifts for their young men. 


© © 


FIELD | still 

which the majority of jewelers 
leave untouched, is making a specific 
appeal to hunters, fishermen and 
other sportsmen, according to Joseph 
K. Fasold, president of the Joseph 
K. Fasold jewelry store in Gulfport, 
Miss. 

“The ‘type of man who annually 
expends $100 or more on long hunt- 
ing and fishing trips is quite logical- 
ly the jewelry store’s ideal cus- 
tomer,” Mr. Fasold pointed out. 
“The fact that he can afford such 
trips, and buys expensive equipment 
for it, shows discriminating tastes 
and preference for the fine type of 
merchandise the jewelry store stocks. 
We believe that every sportsman 


open, but one 


sold in some way in our store has 
become a regular customer, and that 
a great deal of new business is trace- 
able solely to our making a bid for 
his attention during the hunting sea- 
son.” 

Mr. Fasold, who has been a hunt- 
er himself for many years, makes a 
profitable annual specialty of fea- 
turing barometers, boat compasses, 
thermometers, and other useful, in- 
teresting instruments during the fish- 
ing and hunting season in southern 
Mississippi. In every case, it has 
paid results; during 1940 producing 
the sale of more than 50 watches, 
for example. 


> © 


HE story of what must be among 
the industry’s heaviest financial 
transactions comes from the jewelry 
store of G. B. Holdsworth in El 


Paso, Tex. 

A young fellow picked out a $365 
diamond engagement ring, ordered 
it sized, and said he’d be back in a 
few days with enough money to pay 
for it. Sure enough, back he came 
with the 


cash—21 pounds of it, 





"This doesn't wake my father up. Haven't you one that 
goes ‘cock-a-doodle-doo'?" 
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lugged in a canvas sack. He poured 
out $365, in silver cartwheels, 

Curious to know why he was being 
paid in hard money, Holdsworth 
found out that his customer’s parents 
had started saving silver dollars foy 
him during his babyhood. The hoard 
of silver grew with additional gifts 
during the passing years, until there 
was enough to pay for a handsome 
diamond ring for his best girl and 
bride-to-be. 
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IVES there a jeweler with soul 

so dead who never to himself 

has said: “Gosh, I'd like to have a 

look at the place where this stone 

was mined and the place where this 
one was cut’’? 

Harry Gamler, president of Gam- 
ler’s, Buffalo, is one member of the 
retailing fraternity who has made 
these dreams come true. After trips 
to the gem centers of Europe and 
the Near East, Gamler several vears 
ago journeyed to the South African 
diamond fields. 

With travel restricted this year to 
the American Hemisphere, Gamler 
last month left the Buffalo Airport 
for the gold and platinum mines of 
Alaska. Cannily remembering stamp 
collector-customers, Gamler invited 
people to leave their names and ad- 
dresses in the store, promised he'd 
mail each one a souvenir postcard 
from Nome. 
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HEN Gordon’s jewelry store 

in New Orleans, La., installed 
fluorescent lighting in all the show 
cases, Jack Colbert, manager, de- 
cided it would be a good stunt to 
keep these lights on at night. And 
he keeps them on until midnight so 
that when people come to look at the 
windows at night, they see the soft 
daylight glow in the store, and stare 
inside. 

“T have been checking,” Colbert 
explained, ‘and where before 50 per 
cent of sidewalk traffic had looked 
at the window, now 60 to 70 per cent 
look into the store as well as the 
windows. The idea has worked out 
so well here that we are using it in 
all the stores of the chain. 

“Fluorescent lighting is far from 
costly. You can burn it until mid- 
night without much extra expense.” 
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These Window Posters Sell 


The Jewelry They Display 
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Hye” to win attention for a window display of small 
jewelry pieces, without having the show-card or 
the display props overshadow the jewelry itself, has 
always been something of a problem. A brilliant solu- 
tion for this question has come from Polly Pettit, of the 
New York School of Display. 

The idea, in brief, is to pin the jewelry to window 
posters, which are designed not only to catch the eye but 
to focus attention upon the jewelry itself. This technic 
is useful either for a shallow window, where the poster 
with its display of jewelry is used alone, or for a deep 
window, where the poster and its jewelry makes the 
background, and other jewelry of the same type is shown 
on plateaus or the floor in front. 

The three posters that are pictured on this page— 
greatly reduced in size, of course—show what can be 
done by combining timely, salable merchandise, with a 
related display idea. The jeweler can sketch out or de- 
scribe what he has in mind to some capable commercial 
artist, who will paint the poster in show-card colors at 
a cost that probably will be small in comparison with 
resultant sales and favorable comment. 

The upper and the center posters appeal to the nearly 
2,000,000 men of the armed forces to send a piece of 
military jewelry to their loved ones back home. The 
lower poster has a graduation theme. In all three, of 
course, the actual jewelry is pinned to the poster, and 
forms the most important part of the design. 
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Where the conventions and jewelry show will be held. 


ee IGGEST and best ever’ has been so over- 

worked an expression in speaking of trade 
conventions that the only reason we use it here is be- 
cause no other phrase can really describe the scope, the 
size, and the importance to every jeweler of the forth- 
coming meeting of the two national associations of retail 
jewelers which will be held simultaneously in the Hotel 
Sherman, Chicago, from Aug. 24 to 29, inclusive, along 
with their jointly sponsored exhibit by manufacturers, 
importers, and wholesalers, of the new merchandise for 
fall and winter selling. 

More lines of goods by more manufacturers will be 
on display than ever before—every foot of space on the 
exhibition floor has been taken, and many other sup- 
pliers will be displaying in rooms and suites throughout 
the hotel. Attending jewelers will thus have available 
the most complete assortment of merchandise from 
which to make their selections that has ever been spread 
before them at any one place and time. 

Programs of exceptional interest and practical value 





Come to Chicago 


August 24th 


**Brass-tack’’ discussion of trade problems, 
business-building ideas, exhibits of 

new fall lines await visitors to ANRJA 

and NACJ conventions and show at 


Hotel Sherman, Chicago. Aug. 24 to 29 


have been arranged by both associations. Nationally 
prominent speakers will dissect the new and vital prob- 
lems confronting business—and especially retail busi- 
ness—today. Leading retail jewelers will tell the meth- 
ods by which they have built business. Round-table open 
discussions on various phases of store operation will pro- 
vide opportunity for getting the answers to your indi- 
vidual questions and for entering into informal discus- 
sion of them with competent fellow-jewelers who may 
have found the solutions. 

Aims and policies of the associations will be dis- 
cussed, and members who attend the meetings will have 
a voice in formulating them for the ensuing year and 
naming the officers who will be their representatives in 
trade matters. And finally, but by no means to be over- 
looked, is the opportunity for renewing old friendships 
and making new ones in the many social gatherings, 
whose highspot is the combined banquet of both asso- 
ciations Wednesday night, Aug. 27, at the Palmer House. 

(Please turn to page 1381) 


DIRECTORY—N.A.C.J.-A.N.R.J.A. EXHIBITORS 
(See floor plan on facing page) 





4 eee Tei Se 006.65 Gis bd Cow Nokes 49 D-E 
Firm Name Booth Number Benrus Watch ee ae eee eek ee eee 79-80-81 Davidson & Sons Jewelry Co............+> 70 
A Bojar Co... 1. see eee eee eee e eee eee ees 207 ee eer 206 
‘ Boyle Leather Goods Co., Inc............ 24-25 ; 157-158 
” Se PE, OG, okie corwcnnee es 
[MD once bash sey e ab awisics paee went 87A ae ES eee 203 Electric City Box Co...............e06- 141-142 
Aisenstein-Woronock & Sons, Inc., Emil Braude & ‘Sons.............6+.--00% 109 Elgin American Co............c..eeeeees 20 
Room 1984- — Bristol Seamless Ring Co.............+.4+ 181 Elgin National Watch Co., 
American Art Alloys, Inc................ Bruner-Ritter, Ime. ........csessceseseres 35 151-152-153-182-183- 196 
American Time Products, Inc............. 162 Buffalo Jewelry Case Co., Inc............ 44-45 PVOPANWED MNOS 4h awwutiowoscaven celeeenees 
a 6 i er 115 go eo SE eee 1-2-3-4 ig 
eee 5 93-94 Buss-Linthicum-Thorson, Inc. ............ 146 F 
ee 155-156 
Pe One e Te rer 67 Fada Radio & Electric Co...............- 105 
Automatic Radio & Television Co........... 173 ln NOME OD ss Sox nae ghereeivinteig we oie 103-104 ye ea ere d 
ee ee eee Room 929 Giticago Wiextile Bialt Co... . 0006s ese 33 i eS ES NINE aig oe Bid 6 boca HER RS 
B Cincinnati Advertising Products........... 114 Fee & Stemwedel, Inc 
By Se IE 6 066-008 886 hee cee NE 56 65.64 Ose hearin oe wane nae 
I EN I isons nae up sats k 6 OR TIS opie 161 Cohn & Rosenberger, Inc............... Ae A CO 
ee ee ee er. 87-88 Continental Silver Co., Forstner Chain Corp 
NS a ae eee eee 43 Crest —— mo Ae ee eee hrs re ane ri 50 
Ree ee OR OR as obs o's. cn ee Ob Sie oa 48 188 8 oa oe 555s oloa nese ss veces MOREE PP WOUMURND, 6.56605 0.6 605-60 0 slo 60s. we 
iE ee oasis cn eels vibe einieee see 160 Crown Luggage Co Te ailava aio ares Brae he Rae Freidlander Buying Service............... 199 


58 





THE JEWELERS’ CIRCULAR-KEYSTONE 









































































































































































































































































































































































stepivis + 
e ° @ ~ 
zz [f° a “ 
_—~ 
a DIRECTORY—N.A.C.J.-A.N.R.J.A. EXHIBITORS—{Cont.} 
” G 
3 — Oe CI Bs oo Seats eee mavle einen 2% . Cr ee I do din owade ee aneeaded 185 
+t si = Gemeral Mieetric O60... «6s... cee scnsecees 12-13 ee BO ree 206 
* oO ia Gold Filled & Rolled Gold Platers Assn..... 98 i... et ere Sere 
rv B. & EB. J. Green Oe, Iie. . ccc ccc Crystal Room re NORGE OR o's oc cccecewccsscewones 46-47 
” J. H. Gross & Co., ee el ee 177-178 
” a i mls Rooms 105-106-107-108-109-110 POMEE OUON Cie ccccccccniscsansaades 22 
o a a Ce WH Gk aco vc sccckeanss 82-83-105-107 Pro-phy-lac-tiec Brush Co.............ccees 204 
. : 
H R 
$ o a H. Hamburger Co., Ine... . 62.6. ces nsccen 166 R. C. A. Victor Corp......../.....seee- 179 
; - : . 
in Hamilton Ohain Co., I6€... 2.2 ccc cescceses 37 M. A. Reich. . N¢RGedeavinesedseucecacadene 5 
” ; Hamiltom. Wateh Co... 60.0000 cceevssss 31-32 Simeon L. & George H. Rogers......... + 48 
© = 2 — Harvel Watch Co... Nae a’ ee bated ear tr ae ae 18 William A. Rogers, Ltd aa we's vette eens 96-06-97 
=s Boas Hatowski & Sons...........---eeee 120 Hamilton Ross Factories, Inc.......... 174-175 
o nd Be. BG | eee 42 The Charles Rothman GS at xsulalwaltacaes 192 
° x | a a eee eee 19 Herman 8. Muwiim O60... 22.0 ccsccceccs 36 
rl o Whe Weer Cel... on onc ccceseawxes ee Rueckert Mfg. Co.......-c.ccccccsccccess 66 
i-2) P 
5 ws Henriette, Ine. PERT Te ee ee aa s 
a ° — A. Hirsch C0........ 20-6. sees cece e ees Sammartino Bros. Co................-e.0e8 21 
a © ° © 1 i, & & — i Serer Hee 11 
bd bd Imperial Lamp & Shade Co...............- ioe acntae tee Wine: 7 leads li 159 
Imperial Pearl Syndicate................ 102 = j a BBE e eS CUE RCE RE RO OU 
o C) S - International Silver Co., preceeding (eer rer Rooms 1214-1215 
o @ - 132-136-137-138-139-140 sc nrager Co., MO. ccc cece eccccecccccsese 
7 Sy Ce Ob cease cccedkesdecmad 128-129 
° 8 ne) K Wee is PON OR csc cceeedancs seca 41 
a o |e ” Frank M. Katz, Inc............000eee00e: 54 M. H. Shiman & Co., Inc...........+.+++. 62 
e 2 cme 4 Wai NSIT ooo os wa es ee 194 Shwayder Bros., Inc..........+-.++-+++++: 205 
- a3 <9 WOGG WRGO OG. os oo cee ciexvscesesves 78 R. F. Simmons Co............+--++++++- 69 
a o< a Kestenman Bros. Mig. Co... ... 22.60.0005 126 Simon-Michelson Co. .......-...--2+++005 38 
= a CS ee eS 116-117 Frank W. Smith, Inc......-..+-+.+++++++5 188 
6 yh sis Kinsley-Kovsky Jewelry Mfg. Co. ........ 112 Spear & Susskind...................- wt ont 
az 3 = Hina MOMIEN Os. cos os cee cos ean ec 168-169 Speidel Corp. ........-..++++5- Rooms 219-221 
< : x 5 Spelrein Luggage Co 196 
a: ae Jacques Kreisler Sales Corp............+-. 14-15 p: emena vo ena s Pas kens esses 72 
” s I 3 ) ba Pate tccsacwea 2 
- |" wl L Stein & Ellbogen Co......-..........s.00- 113 
# ” "he Lackner Co., Inc..........cccecccecs 176 Louis Stern MES i ceesancnceenesxeeneen 10 
Md co = _— WHINGE EOQMON 04s averancrsceeuewascaas 7 Stern & Stern, Inc.........-++.-++++++0- 68 
a Lehman Bros. Silverware Corp........... 91-92 Stetson CRN OR re ccewnaneuamedensades 167 
+ ¢ Marole Litton €o.. The... 66. dcccsccensee 197 The Stieff Co........... cece cece eee eee 89-90 
Rn bid ° = eo ee ee eee 64 Serer ror cr 186 
- 2 Longines-Wittnauer Co., Inc.......... 75-76-77 Swank Products, Inc.........cccccccccces 84 
< i Pee GBT Seer seni vecaaccaceecaens 29 SMNOOREN BQ. oo ccc ccctaseecwececace 135 
° va , 
" 2 (|e TE M-N T-1 
a re Bites De Wan Ces 5 sce cad csecetsas: 202 Tavannes Watch Co., Inc.........+.++--++ 1034 
~ Manchester Silver Co.............. 122-123-124 Seth Thomas Clocks. ....-.....++++++++-+ 53 
ae = ms me Manhattan Novelty Co...............eee- 23 Underwood Meee Pinker Ce... ce ccccctve 125 
Te = ” Se err ee, 154 Universal Camera Corp...............++-- 145 
: ; OME wanda ca dtinuce saeceeus sens 74 Ww 
v a:ua dus Ct es ee ee 50 2 s fs 
o 5 Mastercrafters Mfg. Co..............cee0. 65 —— 7S Mite. 2 Rete aera PR 
rr M. A. Mes WONG ciceccneteeennhuwecewan 14 . B sete eeeeens 
© + mol gs © Pag SE 4 Waltham Watch Co.........+.---+::+s 148-149 
ws I d Ore e cece cece eee ceees 4 ? - 
Metro Associated Services, Inc...........- = = Ft lg CO... ee eee eee eee 170 Ss 
$ $ Mt ee SN CUA nteg ac tucbaeGatndaaees 7 ‘ OD. eer cececcccoces ‘ 
National ‘Silver Oy eer ree 71 Watson Co... 12. eee e eee eee e eens Room 501 
New York Merchandise Co................ 165 yo white ite bs settee tees SEES POS 
° 0-P Wiesen-Hart Press .....--.s:sececcceees 
Oliendorff Watch CoO... ...cccccccccces 143-144 Wolfsheim & Sachs, Inc............ 57-58-59-60 
A Ceeeees EM weswdaskeciadowoes 99-100-101-102 J. RB. Wood &. Some, Ime... .... cc cncccecs 16-17 
4 a jeis 
° 
| o ) nt 2° “ 
hy ” ” “ “ ™“ a) ~ 
° 
4 
2 
= ” 
2 
~ an 
P ~ 
a 
4tuy E- °o x N » ¢+ 
Mois ~N N N ~ nN 
= 
2 _ __33—__§j 
“ 3 ps 2 
‘ ce az PuBLic 
= a ~ © STENOGRAPHER 
- - % 
= aS in| 8 
rie ¢ cn 
thie w ne 
e Lo ao t - o 
2 “ ¢ = 
a cS rd 
an 2 oe - - “6 
S = w <t = a 
b+ | “2 vt ec 
© is S 4 = ioe 
= ~ = yon ° 
— re) 
ma l = S ia 2 e 
= . - = “0 LevaToar 
im 9 ; Lopay 
-” ~ . N 
ts) - ~ - 
F = - 2 te 
= ae 
- _ ” o - 
= © 2 peg “0 
= bie 2 
| EE] f 
>—_—___—_4 _ 
” hd ” ¢ 4 ° . Oo < ”" »4 
4 = | = - a rk ge ke </> 
ail ° e 7 3 
¢ 4 4 & 
: PIE of 
— = 
iw = ~ Ns = 
= 2 ” A 41X33 OL ——._.__._} 
Pp? < 
2 : 
> q 3 $ 
= - ¢ wn nx 
ane EE E see eEERERE EF FEE 






























































Are College 
Students Just 
Alarm Cloek 


Buyers? 


by ROBERT A. LATIMER 
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| fi college students’ business worth the bother? They'll 
be going back to school next month, so the question 
is timely for every jeweler who has a university, college, 
junior college or normal school in his trading area. 

Topheavily in the negative, most jewelers’ answers 
are weary ones like these: 

“All we can do is replace a few watch crystals.” 

“The fraternity jewelry business goes out of town, 
so we don’t bother with the colleges at all.” 

“Once in a while we sell one of ’em an alarm clock.” 

So when an important Mid-West jewelry store con- 
verts a small rear bay and a little display window into 
a Varsity Shop, that’s news. And when the store at- 
tributes one-quarter of its entire business to activities 
with collegiate customers, that’s more than news. 

Many jewelry stores which could quite easily be 
capitalizing on the loyalty of college students “started 
early” in buying jewelry are letting a worthwhile mar- 
ket go entirely, according to Hess-Culbertson Jewelry 
Co., of St. Louis, the store mentioned above. Because 
the college student is generally considered to represent 
an almost penniless prospect, few stores do anything 
about making him a fully desirable jewelry prospect 
later—and, of consequence, lose business which with a 
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bit of cultivation, can become the most profitable sales 


of all. 
As the foregoing suggests, Hess-Culbertson now en- 


joying consistent business with some 5000 college stu- 
dents and graduates, went into the collegiate field more 
or less experimentally. Nevertheless, they disregarded 
the precept that the average college undergraduate will 
buy books, football tickets, clothes and other items, with 
his limited funds, before he thinks of jewelry. Hess- 
Culbertson is convinced that it pays to cultivate youthful 
college-student customers in every way—for within two 
to eight years, these same “‘college kids’’ will become the 
most valuable customers the store can ask for. 

This outstanding St. Louis jewelry house went into 
the collegiate field carefully five years ago—choosing as 
“tools” a rear bay in the store which had formerly 
housed a safe and occasional-work desk, and a tiny 
corner display window at the front corner of the store. 
The rear bay was outfitted with a display case, counter, 
and a canopy lettered “Varsity Shop.” The window 
was given a plain white background, and also lettered 
“Varsity Shop” for the exclusive display of collegiate 
merchandise. Adding a $1,000 stock of rings, com- 
pacts, pins, etc., there was the Varsity Shop as it has 
remained ever since. 

From this one source, in five years, it is estimated by 
Edward Irion, manager of the Varsity Shop, that Hess- 
Culbertson has drawn more than 1000 regular customers, 
who purchase engagement rings, wedding rings, silver, 
clocks, costume jewelry, fine china—in fact, the entire 
stock of the store. All these customers are there for 
one reason, Mr. Irion contends—solely because Hess- 
Culbertson catered to their desires during collegiate 
life, familiarized them with the store, and thus made 
Hess-Culbertson the “logical place to go” thereafter. 


Hess-Culbertson's 
"Varsity Shop" occu- 
pies only a small rear 
corner in the store, 
yet student-contacts 
made here have de- 
veloped 1000 regu- 
lar customers for the 
store's entire stock. 
The Varsity Shop is 
now in its sixth year 
—no longer in the 
experiment class. 
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“Our experience has been that college students are 
more than ever jewelry minded,” Mr. Irion explained. 
“Young men will buy pins first, letting even apparel go 
until the pin is paid for. Particularly around the holi- 
day season, when it is most likely that pins go to col- 
legiate sweethearts, is this true. Last year we ac- 
complished a 40 per cent increase over 1939 simply 
through featuring pins heavily in display and adver- 
tising.” 

Although the primary value of the Varsity Shop is to 
build loyalty for later buying, the Varsity Shop is con- 
tinually profitable in collegiate sales, Mr. Irion em- 
phasized. Like other university-slanted jewelry stores, 
Hess-Culbertson maintains a staff of two college-student 
outside representatives whose jobs include demonstra- 
tion of new pin designs, rings, crested cases and com- 
pacts, ete. These two young men visit St. Louis Uni- 
versity, Washington University, and a number of other 
colleges nearby. Special emphasis has been laid on gift 
compacts with fraternity crests, hundreds of which went 
out as gifts to young women guests at fraternity dinners 
and such functions during 1940. These were highly 
profitable, as well as replacements for lost jewelry, 
watches, and new pins and rings sold in the collegiate 
circle. Such merchandise is always shown in the Varsity 
Shop window, and is a magnet which never fails. 

“Much of the work of the Varsity Shop falls into the 
‘missionary’ classification,’ Leo Vogt, president of the 
store, said. “We feel that performing a service to the 
college student, teaching him to know our departments 
and like our methods, is the surest road to making him 
a life-long customer.” As evidence of the wisdom of 
this policy, Mr. Vogt pointed out that the well-educated 
university graduate has a higher appreciation for fine 

(Please turn to page 93) 
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New Twist 


to an Old 
IDEA? 


F you can take an old idea that has already shown it- 

self to be a sure-fire business getter and dress it up 
in new clothes. to give it the zest of seeming novelty, 
you've got something that’s pretty hard to beat. 

That’s exactly what the Allgaier-Smith Co., Omaha, 
Nebraska jewelers, succeeded in doing a few weeks ago 
with the well-proven old “March of Time” window dis- 
play theme. 

New drama was lent to the old story not only in the 
window showings themselves, but in the way the firm 
tied in a contest, an interest-intriguing exhibition inside 
the store, and the publicity with which the whole event 
was merchandised. 

The basic idea on which the promotion was built was 
to get across to the public a realization of how watches 
have been improved and refined through the years down 
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to the sleek, streamlined creations of today whose ac- 
curacy and dependability from so small a buik is one of 
the mechanical marvels of the age. 

Four windows were used-—all of the same general 
style, but each using a different comparison to tell and 
clinch the story. One window (No. 1, top of left hand 
page), had a background picturing a wood-burning loco- 
motive of Civil War days and a modern streamliner, in 
front of which the newest Hamilton models were con- 
trasted with the cumbersome timepieces of 50 to 100 
years ago. Copy cards pointed out that Hamilton 
watches, no less than the trains they time, have been re- 
fined, improved and modernized, and suggested that the 
American of 1941 should no more wear an 1880 watch 
than ride on the trains of that era. 

A second window (No. 2, left center), compared the 
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Walthams of then and now with the development from 
the early automobiles to the streamlined sedans of today. 

Another, (No. 3), used the contrast between the 
Wright Brothers’ first airplane and the huge modern 
four-engined bomber to point to the parallel refinements 
in today’s Longines; while a fourth (No. 4, upper right) 
pointed out that the change in methods of communication 
from the pony express to the radio was matched by the 
achievements of Elgin. 

Meanwhile, within the store, an extensive collection of 
antique watches, borrowed for the occasion, showed visi- 
tors the steps by which the masterpieces of the present 
have been gradually evolved from the crude, bulky con- 
trivances of 400 years ago. 

Both the window and the interior displays were vigor- 
ously publicized with newspaper advertising, invitations 
and circulars mailed to known customers and prospects, 
a radio broadcast, and news stories in the local press. 

All the advertising, in addition to making full use 
of the appeal which the old and unusual always has for 
the public, also capitalized upon the ever-potent com- 
petitive instinct by offering a prize of any $50 watch 
in the store’s stock to the person bringing in the oldest 
American-made watch. The contest was made particu- 
larly inviting by the fact that the watches entered did 
not have to be left with the store. Ages were determined 
by merely taking the serial numbers which were later 
checked with the factories to get the date of manufac- 
ture. Scores of entries were submitted and interest ran 
high. 

The final skilful touch was added by the fact that 
the whole affair was staged the latter half of May, thus 
immediately preceding one of the two greatest watch- 
buying seasons—the June graduations—and thus enabled 
the firm to cash in immediately to the fullest extent on 
the interest that was created. 

Thus, an old idea, but skilfully handled, with every 
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Promotion behind Aligaier-Smith's 
successful ‘March of Time" in- 
cluded newspaper advertising, 
that offered a $50 watch to who- 
ever brought in the oldest Ameri- 
can-made watch, and formal in- 
vitations asking customers to at- 
tend this showing of historic and 
modern timepieces. Newspapers 
covered the event editorially. 


detail and angle carefully planned, timed, and executed, 
proved to be one of the most successful selling drives 
in the history of the store. 
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Jewelry on the Air 


—And Off the Trays! 


by THOMAS K. BARNSTUBLE 
and 


OTIS R. TYSON 


Behind those false whiskers is M. D. Wynne, Griffin, Ga., jeweler, shown here 
in character for his radio show, "The Ol' Cap'n and His Treasure Chest." 


O retail jewelers, as to all radio advertisers, the 
commercial announcement is the factor that pays off. 
But the program itself is what makes the unseen audi- 
ence “turn on” or “turn off.” (When a listener tunes in 
a radio program to hear the commercials . . . well, that 
is just another version of “man bites dog!) Therefore, 
in selecting or producing a radio program, showmanship 
is of top importance. The more interesting the program, 
the more listeners are exposed to the sales message. 
Sometimes considerable experimentation with various 
types of programs must go before finding one that 
rings the bell. For instance, Wynne’s jewelry store of 
Griffin, Ga., developed three different radio shows before 
hitting just what was wanted. First was “Memory 
Lane,’ a 15-minute program featuring a tenor crooning 
old favorite songs. Commercial copy tied in “jewelry 
with memories to come.” The next program, “Wynne’s 
Theater of the Air,” a full-hour program of transcribed 
music interspersed with local amateur artists, with a 
master of ceremonies in charge, was too long, too expen- 
sive. “Your Radio Shopper,” used thereafter and broad- 
cast directly from the store, had a staff announcer 
browsing around the various departments, conversing 
with salespeople, and describing displays and prices. 
But “The Ol’ Cap’n and His Treasure Chest” has 
been Wynne’s most successful advertising experience, 
casting M. D. Wynne himself as the kindly, philosophi- 
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cal old salt who reads poetry and wisdom from his chest 
of 8000 scrapbook selections. Fortunately for the pro- 
gram, Mr. Wynne’s hobby was collecting verses, poems 
and anecdotes that struck his fancy; fortunate, too, were 
his voice and radio personality, which pulled more than 
1000 additional poems from listeners’ scrapbooks during 
six broadcasts over WSB, Atlanta. 

The “Ol Cap’n” developed when the program director 
of WKEU in Griffin, Ga., saw Mr. Wynne’s scrapbooks 
and asked him to do a sustaining program called “The 
Old Philosopher and His Scrapbook.” Phone calls and 
letters, after the first program, hit Mr. Wynne “smack 
in the ego,” as he puts it; convinced that he’d hit pay 
dirt in a radio show, he changed the name to “The Ol’ 
Cap’n and His Treasure Chest,” and tied it in with his 
jewelry store, which is now known in Griffin as the 
“treasure store.” 

The program casts the old captain, his granddaughter, 
Alice, and her young friend, Ted, in the living room of 
the captain’s cottage by the sea. The young people read 
letters from listeners, many of them containing emo- 
tional or psychological problems; these the captain an- 
swers with verse or anecdote from his storehouse of 
poems and stories. 

Tests have checked the program’s selling power. For 
example, a 26-piece set of plated silverware, nationally 
advertised at $24.95, was described on one program; 
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Local news of Red River Valley doings is broad- 
cast direct from Crescent Jewelry Co., Fargo. 


eight sets sold in the next two days, compared to only 
12 sets sold during the whole year before. 

Other jewelers take part in successful radio shows. 
Isadore Horwitz, of the Crescent Jewelry Co., Fargo, 
N. D.; goes on the air over WDAY at 11:15 each week- 
day morning, to speak of outstanding values and easy- 
payment facilities. 

Since advertising alone won't hold a large audience, 
the Horwitz broadcast is titled “Your Hometown Re- 
porter.” Dave Henley, of the WDAY staff, handles the 
news part of the program, recounting items of local 
interest to the dwellers of the prosperous little com- 
munities that dot the Red River Valley, the so-called 
“bread-basket of the world.” Unlike most other radio 
newscasts, this reporting covers civic, fraternal and 
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Harry J. Goodman, Fargo, N. D., jeweler (center), reads the 
commercials in his “Goodman's Texas Ranger” program. 


church affairs, school meetings, lodge gatherings, church 
socials. Of course, “local news” like this would seem of 
trivial interest to an urban dweller, but to rural folks 
these daily announcements are keenly anticipated and 
each morning at 11:15 they see to it that their radios 
are tuned to WDAY. 

Horwitz is also president of jewelry stores in San 
Bernardino, Cal.; Sioux City, Ia., and La Crosse, Wis., 
and is vice-president of Edward Kirchberg Jewelry Co., 
Chicago. 

Another Fargo jeweler whose voice travels the air- 
waves is Harry J. Goodman, president of Goodman 
Jewelers, Inc., and sponsor of “Goodman’s Texas 
Ranger.” The guitar-playing “ranger” croons songs of 
the plains, and Goodman handles the commercial end by 
answering questions from the announcer. For example, 
the announcer may ask, “And what have you to suggest 
in special values in watches today, Mr. Goodman?” 
Goodman then describes attractive offerings in favorite 
price levels. 

So much for good returns from the comparatively in- 
expensive use of radio in comparatively small commu- 
nities. Let’s consider the radio selling experience of a 
major jewelry store in a major city: 

The Albert S. Samuels Co., operating one store in 
Oakland and one in San Francisco, is spending $25,000 
a year in radio advertising alone. This investment, says 
J. Haight, advertising manager of the company, is justi- 
fied by the substantial increase in business the company 
has enjoyed since taking on this medium and giving it 
scientific attention. 

At present, two weekly half-hour programs are being 
used. One, with a successful record of more than one 


year behind it, is broadcast Sunday evenings at 9 o'clock 
(Please turn to page 94) 
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FEW winters ago a peculiar accident occurred at 

the Detroit Zoo. Fanny, the Zoo’s favorite Polar 
Bear, was strolling on the rocks in her pen when she 
slipped on some newly formed ice, fell to the pavement 
below, and broke two legs. 

Pity poor Fanny. Although a polar bear, she had 
been away from her native land for so long she had for- 
gotten how to walk on ice-covered ground. 

Within the past year the American jeweler has experi- 
enced a return to natural business conditions. Sales have 
increased, profits have gone up and, after ten lean years, 
the jeweler is again “glad to be in business,” able to 
look forward with pleasant anticipation to the coming 
seasons. 

Now, it is true that there will be a lot of money around, 
but it is also true that people always have more desires 
than they have money, and merchants in other fields are 
going to try to get the jeweler’s share of the consumer’s 
money. Therefore, jewelry sales this fall are not going 
to be exactly “pushovers.” Customers are going to have 
money to spend—there’ll be plenty of competition for it. 

This is no time to cut down on merchandising or ad- 
vertising appropriations. This is no time to lie back and 
“accept” business. Now, as always in periods of plenty 
you must spend more in order to build your prestige and 
your profits while good conditions give you the means 
to do so. 

During the ten years previous to last summer, many 
jewelers got used to thinking of increased business in 
terms of high-pressure merchandising of low-priced 
goods. This resulted in the featuring of ‘‘specials’”—such 
as 36-piece sets of silverware for $4.95—3-piece toilet 
sets for $1.95—8-piece electric mixers for $3.75. Natu- 
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From the experiences of jewelers 
who last year used them, the 


author suggests that you . 


Consider A 
Christmas 
Gift Book 


by L. K. Foster 


Fine quality syndicated catalogs are now available to 
the retail jeweler in small quantities at mass production 
prices. Illustrated is one of these for 1940 in four colors. 


rally, this type of merchandising called for advertising 
that was correspondingly sensational—“ball of fire” 
stuff. But, like all the “hot specials” that it advertised 
it was good for only the one shot—had no carry-over 
value—built no prestige for the store. 

Other stores which did not employ these methods, fea- 
tured ‘low price “dollar gift’ items, pushed their watch 
repair department, and tided over many a month with 
profits from old-gold purchases. These establishments 
were practically reducing their functions to trading- 
posts, service shops and gift stores, and trying to operate 
profitably on that basis while they had expensive jewelry 
store overheads that couldn’t be reduced correspondingly. 

Neither of these two methods of operation is any 
longer necessary. However, too many store manage- 
ments today are still thinking of their merchandising in 
terms of the depression years—still advertising by meth- 
ods designed to create a “‘tide-over” volume—not geared 
up to selling the profitable, big-unit-of-sale, quality mer- 
chandise the public wants, and has the money to buy 
today. 

In the years before the depression, a widely used 
method of retail jewelry store advertising was the dis- 
tribution of high-grade gift catalogs. Experience had 
been proved that they were profitable advertising media, 
with the advantages of long life in the home, and of 
building store prestige. They illustrated full-quality 
items from nationally advertised lines—they brought the 
store big-unit, full-profit sales—and were, as a rule, of 
such fine make-up as to reflect the quality of the mer- 
chandise they presented and the integrity of the store 
offering it. 

Unfortunately, these catalogs, prepared in limited edi- 
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tions for the exclusive use ot an individual store, were 
too expensive to stand up under the reduced advertising 
appropriations of the depression. In their place, the 
syndicated Christmas catalog came into existence, which 
the individual jeweler could buy in small quantities at 
a mass production price. Unfortunately, many of these 
were produced too cheaply so that they could be sold 
to the retailer at a low-price, and, as a result, they did 
not have “the stuff” to produce the desired results. How- 
ever, a few syndicated catalogs of a quality consistent 
with the merchandise the jeweler is trying to sell, are 
available for his use. 

In an effort to determine the value of this type of pro- 
motion, the subscribers to one of the new and better 
Christmas catalog services were surveyed by means of 
a questionnaire. These subscribers represented a cross- 
section of the entire retail jewelry fraternity, and their 
stores were located in every section of the country. Sixty- 
two per cent of them answered, and their combined ex- 
perience proves beyond doubt, that Mr. and Mrs. 
America will respond to advertising of quality merchan- 
dise at regular prices if that merchandise is advertised 
by a quality method. 

Among the merchants who replied were credit jewelers 
with chains of large stores in large towns, owners of 
individual stores in medium sized towns, and small 
jewelers in small towns, some of whom used only a few 
hundred catalogs. These jewelers mailed the catalogs to 
prospects of every conceivable type and class, with re- 
sults that proved, to use the words of M. J. Savelle, Jr., 
of Mayfair Jewelry Company of Albany, Ga., “It was a 
sound investment for us.” 


Meyer's, with three large chain stores in the industrial city of 
Detroit, Mich., requires a different type of merchandising to 
that employed by Keebey's, an individual store in Little 
Rock, Ark., yet both found the distribution of the same 
syndicated catalog a profitable advertising investment. 


One of the questions asked about the productiveness 
of the book and 94 per cent of the replies were typified 
by the remarks of the Meyer Jewelry Company of 
Detroit. This concern operates three of Detroit’s largest 
jewelry stores and is widely noted for its alert mer- 
chandising. With reference to the productiveness of his 
four-color syndicated catalog, Meyer Rosenbaum, presi- 
dent of Meyer’s, said: ““The results were very gratifying. 
Our December sales showed an 18 per cent improvement 
over 1939, and we know that the catalog was in no small 
measure responsible for this fine improvement.” 

In Philadelphia, Morton’s, another large credit estab- 
lishment, found the mailing of 25,000 catalogs the means 
of re-opening many closed accounts. Said D. Cohen, 
president of Morton’s: “We have been able . . . to check 
the actual results of this form of Christmas advertising, 
and we honestly feel that a good many new accounts were 
opened and an appreciable number of closed accounts 
were re-established, directly as a result of our distribu- 
tion of this splendid piece of advertising.” 

It is true that both these jewelers are big operators in 
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Black Star 


America's girding for defense has created well over 1,000,000 new industrial jobs since last 
October. Jewelers are promoting substantial business among these soldiers of production. 


California jewelers use ingenious ways to 


Win Defense Workers’ Business 


ROMOTIONS slanted specifically to reach the new 

thousands pouring into National Defense work 
bear fruit if properly planned and carried through. This 
is the conclusion reached by a number of jewelers in 
Southern California who have concentrated on obtain- 
ing their share of the potential market created through 
the defense industries. 

“It is not enough merely to depend on the older pro- 
motional forms,” says Herbert K. Smith of Inglewood, 
Calif.. “The jeweler who is located near one or more 
defense plants—and this certainly covers a wide ter- 
ritory today—should pay special attention to the pos- 
sibilities of obtaining business from these workers.” 

The Herbert K. Smith Co. is doing an outstanding job 
in reaching workers at the huge North American Air- 
craft Co. plant located in the little city of Inglewood. 

The Slavick Jewelry Co., The May Diamond Co., and 
Hudson’s Diamond Co.—all of Los Angeles—are other 
jewelers that have developed promotions slanted specif- 
ically toward reaching defense workers, and report good 
results per dollar invested in such special promotions. 

“Tie in as closely as possible with the particular in- 
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dustry. Learn something about the workers, their buy- 
ing habits, living habits, and what will appeal to them.” 
Such is the general summary of conclusions reached by 
those jewelers who have seen the latent possibilities in 
special promotions. 

A good example of the close tie-in is a recent cam- 
paign run by Hudson’s. This firm offered aviation in- 
signia caps free to all workers at the four major aircraft 
plants—Lockheed, Douglas, Vultee, and North Ameri- 
can—located near Los Angeles. All that was necessary 
was for the worker to come into one of their two stores, 
present his identification as an employe at one of the 
plants and receive his cap. 

There was no obligation and all salesmen were warned 
against any attempt to high pressure a purchase at the 
visit. This method enabled the jewelers to build up a 
good mailing list, although here too the worker was not 
high-pressured—it being merely suggested that if he 
wanted to leave his name and address the store would 
appreciate it and would send him notices of any other 
special offers. Much good will was built up through this 

(Please turn to page 96) 
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OVER 75 YEARS OF SERVICE 





ONGINES Watches, and Wittnauer 
Watches together cover the entire 
range of watch prices from $24.75 to $150 
and upward. Both Longines and Witt- 
nauer Watches are advertised together, 
and are related by packaging in harmon- 
izing colors. Wittnauer Watches are 
appealing more and more to the better 
jewelers. They offer excellent value in the 
moderate price field. They are completely 
factory produced and so of better quality. 
They are not subject to excessive com- 
petition. In 1941, the 75th Anniversary 
year of Longines-Wittnauer, the sales of 
both Longines and Wittnauer Watches 
are at an all time high. 


WITTNAUER WATCHES ; 
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Longines-Wittnauer is the one fine line 
no fine jeweler can afford to be without 


LONGINES-WITTNAUER WATCH CO. INC., 580 FIFTH AVE., NEW YORK, N.Y. 
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Look at it from any angle, and 
you'll agree the Hadley Men’s 
Jewelry line for 1941 is built for 
profit-selling! Took at the 
merchandise — new, “sculptured” 
designs with the massive con- 
tours men like! Look at the 
selection —over a hundred dif- 
ferent Hadley Combination Gift 
Sets! Look at the packaging — 
a new “Top Hat” box and hand- 
some hinged-cover gift packages. 

As always, every piece of 
Hadley Men’s Jewelry is Gold 
Filled or Rolled Gold Plate. 
And the Hadley sales policy 
distribution through Authorized 
Wholesalers to Retail Jewelers 
only—protects you on all Hadley 
metchandise you stock. 


The market was never bet- 
ter for this grade of men’s 
jewelry. Prepare to sell it- 
profitably—with a complete 
Hadley stock. If you haven't 
your copy of the new 1941 
Hadley Men’s Jewelry Catalog, 
write for it today. The Hadley 
Company, Providence . . New 


York .. Chicago .. Los Angeles. 
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console set. Center piece for fruit or 
flowers, flanked by a candlestick 
on either side. 

contra-clockwise. Moving in a direc- 
tion contrary to the motion of 
clock hands; from right to left, 
viewed above the center of mo- 
tion. 

contrate wheel. A gear wheel with 
teeth standing at right-angles to 
the plane of the wheel. See CROWN 
WHEEL. 

controle-mark. A mark stamped by 
a municipal bureau of Geneva, 
Switzerland, (Bureau pour le Con- 
trole Facultatif des Montres de 
Geneve) on watches of high qual- 
ity, as proof of Geneva origin and 
quality; one of the measures taken 
to maintain the reputation of 
Geneva-mede watches. 

cookie tray. A small, flat sandwich 
tray, seven and a half to nine 
inches in length. 

copal (koe’pul). A light-colored nat- 
ural resin resembling amber. It 
can be distinguished by its lighter 
weight, it floats in a salt solution 
in which amber is balanced. 

copper. An elemental metal used in 
pure form for enamel dial bases 
and dial feet; and as an alloy for 
sterling silver, and in composition 
metals used in jewelry, and watch- 
making. 

copper emerald. Dioptase. 

copper mica. A misnomer for green 
mica such as that which makes 
quartz aventurine. It is actually 
a chromium-colored mica. 

copper-plate. A plate of polished cop- 
per on which a design or writing is 
engraved. 

coral. The hard calcium carbonate 
external skeleton of 
the coral animal. 
Many individuals 
build up stony 
masses of this ma- 
terial which is often 
cut as a gem stone. 
The ox-blood red 
color is most valu- 
able, it also comes in white, pink, 
cream-color, yellow, brown, black, 
etc. See ACCARBAAR, BEEKITE, 
BLOOD CORAL, BOKE, BLACK CORAL. 

coral agate. Agate with a coral-like 
design. 

coralline. Red-dyed chalcedony. 

cordierite. See IOLITE. 

Corean jade. Misleading name for ar- 
ticles of colored serpentine. 

corindite. An artificial abrasive con- 





Coral 
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sisting mainly of synthetic corun- 
dum. 

corn holder. Device somewhat less 
than two inches in length, with 
handle and spear, for holding an 
ear of corn at the dining table. 
Used in pairs. 

cornelian. Carnelian. 

Cornish diamond. Misnomer for color- 
less quartz, rock crystal. 

cornucopia (kor’nu-koe’’-pee-ah). The 
horn of plenty from which fruits 
and flowers are represented as is- 
suing, an emblem of abundance. 

coronation spoon. The spoon used in 
England for annointing the sover- 
eign at his coronation. It is said 
to be the most valuable spoon in 
existence. It was made at the end 





Coronation Spoon 


of the twelfth century and is at 
present in the Tower of London. 
Corsican green. A bastite-like mate- 
rial, serpentine replacing a min- 
eral with schiller colors, used in 
small carved objects. 
corundum (koe-run’dum). The min- 
eral of which ruby and sapphire 
are varieties. It is aluminum 
oxide, a naturally white com- 
pound, which is colored by impuri- 
ties. Very few pieces of corun- 
dum, which is a relatively common 
mineral, have the clarity or beauty 
of color necessary for a gem 
stone. Common corundum is a 
constituent of emery and is useful 
as an abrasive. See ADAMANTINE 
SPAR; RUBY; SAPPHIRE; ORIENTAL 
AMETHYST; ORIENTAL TOPAZ; ORI- 
ENTAL CHRYSOLITE; PADPARASCHA; 
SYNTHETIC CORUNDUM. Natural 
sapphire is used considerably for 
watch jewels, but red synthetic 
corundum (synthetic ruby) is now 
more generally employed for this 
purpose. See WATCH JEWEL. 
cosmites. A proposed term to desig- 
nate decorative materials, orna- 
mental stones and gems. 
cosmography. The science of celes- 
tial phenomena, by way of obser- 
vation and calculation, which is 
the basis of the measuring of time. 
costume jewelry. Women’s jewelry 
made of all materials except pre- 
cious metal and gem-stones, with 
style and fashion appeal, but with 
small intrinsic worth. 








cotterite. Quartz with a pearly, metal- 
lic luster which is caused by in- 
clusions of colloidal, white clay. 

count. Same as “trains.” The num- 
ber of beats per hour to be made 
by balances or pendulums, to con- 
form with the ratio of turns be- 
tween the first and last wheels in 
trains, as: “18,000 trains” for 
which a balance assembly must be 
fitted that will beat 18,000 times 
per hour. See TRAIN. 

countersink. 1. A recess at the end 
of a hole, for exam- 
ple, a recess to ac- 
commodate the head mafic’ 


of a screw. 2. A 
tool for counter- Counterweight 
sinking. 

counterweights. Extension on tower 


clock hands, or on poised pallets, 
to balance the weight on opposite 
side of center. 

count wheel. In a striking clock, a 
wheel with sets of notches, from 
1 to 12, into one of which a steel 
finger enters at each hour, the 
number of notches in the set gov- 
erning the number of strokes. A 
deeper notch at the end of each 
set allows the finger to enter 
deeper to stop the striking mech- 
anism for that hour. 

cover (barrel). A metal disc fitting 
the groove in top of barrel wall, 
with hole in center to form a bear- 
ing for one of the barrel arbor 
shoulder pivots on which a going- 
barrel turns. See BARREL; BARREL 
ARBOR. 

cracker and cheese dish. A round sil- 
ver dish, with a glass container in 
the center for cheese. 

cramp. See CLAMP. 

crank-roller. A form of impulse roller 
in’ early lever escapements in 
which the roller jewel is set in a 
bar fitted to balance staff, instead 
of in a roller table. 

craquelées (krah-kell-ay’). Rock crys- 
tal gems which have been artifici- 
ally “crackled” by heating. The 
irridescence derived in this way is 
negligible, but such stones are 
very susceptible to dyeing and 
most are so treated. 

creamer. Same as cream pitcher. 

cream ladle. A small ladle for serv- 
ing whipped cream, crushed fruit, 
mayonnaise, and sauces. 

cream pail. A small silver article 
with perforated or pierced body 
with a bale handle and a glass lin- 
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WORLD'S 
GREATEST 


TRADE MARK REGISTERED 


ONSON 


LIGHTER 


ART METAL WORKS, INC. 
Offices and Factory: Aronson Sq., 
Newark, N.J.+ Canada: Dominion 
Art Metal Works, Ltd., Toronto 
¢ England: Ronson Products Ltd., 
London, W. C. 2. 


Permanent display rooms—New 
York, 347 Fifth Ave. +» Chicago: 
36 So. State St. - Los Angeles: 
728 So. Flower St. 


Visit RONSON Exhibits at: 


Chicago Gift Show—Rooms 676 
and 677 at the Palmer House, Chi- 
cago, Ill., August 4 to August 15. 


Chicago—ANRJA-NACJ Jew- 
elry Trade Show—Booth Nos. 93 
and 94 (Also Rooms 222 and 224) 
at the Hotel Sherman, Chicago, 
lll., August 24 to August 28. 


New York Gift Show—Rooms 
400A and 401A at the Hotel 
Pennsylvania, New York City, 
August 25 to August 29. 


Boston—Parker House Gift Show 
—Suite 505 and 507 at the Parker 
House, Boston, Mass., September 
8 to 12. 


U. S. Pats. Re 19,023—1,986,754: 
Canadian Pat. Nos. 288,148—289,889—349, 108; 
British Pat. Nos. 291 ,695—435,667; 
Other Pats. and Pats. Pending 
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ing, usually of blue color. See 
SUGAR BASKETS. 

cream soup spoon. Spoon intermedi- 
ate in size and dimensions between 
a soup spoon and a bouillon spoon. 
It has somewhat superseded both. 

creolite. A red and white banded jas- 
per found in California. 

crepe finish. A dulled surface finish 
given to black hard enamel on 
jewelry by exposing the enamel to 
hydrofluoric acid or its fumes. 

crescent. In horology, a semi-circular 
notch in edge of roller 
table of a watch move- 
ment to permit the 
guard pin or point to 
pass the line of cen- 
ters during unlocking 
and impulse — some- 
times called passing- 
hollow. 

crest. A figure or device (originally 
borne by a knight on his helmet) 
placed above a wreath, coronet, or 
chapeau, and borne above the 
shield and helmet in a coat-of- 
arms. Used separately as cogni- 
zance upon note paper, plates, or 
on engraved silver and gold arti- 
cles. See coat of arms. 

crispite. Quartz or agate with inclu- 
sions of greenish, hair-like needles. 

critical angle. When used in relation 
to gems it means that angle be- 
yond which all incident light is re- 
flected, without escaping from the 
stone. The angle is dependent 
upon the index of refraction of the 
gem; the higher the index, the 
smaller the critical angle and the 
more brilliant the gem. 

crocidolite (kro-sid’o-lite). An asbes- 
tos-like amphibole, blue in color. 
Of gemological interest because its 
structure is preserved in quartz re- 
placements and the former fibers 
give the sheen and eye in tiger 
eye. 

crocus (kroe’kuss). The coarser 
grains of oxide of iron, used for 
grinding metal prior to polishing; 
the finest grains of this material 
are called rouge. 

crocus cloth. An abrasive material 
made by gluing crocus powder on 
smooth-surfaced cotton cloth. 

crop pearl. Baroque pearl. 

cross-filing. In metal work an opera- 
tion for flattening work with files, 
consisting of filing diagonal strokes 
across the surface; then strokes 
at right angles to those first filed, 
showing the high spots of the sur- 
face, enabling these to be reduced 
to produce a flat surface. 

cross - grained stones. Irregularly 
shaped and inter-grown diamond 
crystals. 

crossing. The formation of arms or 
spokes in wheels in_ timepiece 
trains. 

crossing file. A file made of special 
form for forming curved-profile 
arms in train wheels. 


Crescent 
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cross stone. See CHIASTOLITE; STAURO- 
LITE. 

crotch. In a clock, the fork on the 
pallet-lever that embraces the pen- 
dulum rod to connect it with the 
escapement through which impulse 
is given to the pendulum. Some- 
times spelled crutch. 

crown. 1. Horology. The milled or 
knurled button outside a watch 
case by which the watch main- 
spring is wound. 2. Gemology. 
Upper part of a gem. 

crowned harp. The standard mark 
used on Irish silver. 


This mark and the 
figure of Hibernia, 
the Dublin _hall- 
mark, appear on Crowned Harp 


somewhat irregular-shaped shields 
on Irish silver. 

crown glass. A calcium, potassium or 
sodium, silicate glass commonly 
used in imitation gems. The re- 
fractive index lies between 1.44 
and 1.53, the specific gravity 2.05 
to 2.60. 

crown-wheel. 1. The escape-wheel of 
a verge escapement. 2. A con- 
trate wheel in stem-wind work in 
watches. See CONTRATE WHEEL. 

crucible. A pot made of non-fusible 
material, used to hold metals 
while melting them in a furnace. 

crucite (krew’-site). Andalusite, vari- 
ety chiastolite. 

cruet. A bottle or vial for vinegar, 
oil, or pepper or the like for the 
table; also used in churches for the 
holy oil. 

cruet stands. A stand, usually of sil- 
ver, to hold from two to six bot- 
tles intended for condiments. 
These stands frequently are 
pierced and have claw and ball 
feet; some boat-shaped with end- 
handles, others with a central lift- 
ing handle. See CASTER. 

cryptocrystalline (krip’to - kris’’tal - 
leen). Term for miscroscopically 
crystalline. Agate and chalcedony 
are best known examples of this 
structure. 

crystal. 1. Gemology. A naturally 
angular shape, bounded by plane 
surfaces which are related to the 
internal molecular structure. 
They possess certain elements of 
symmetry and are grouped into 
six systems based upon these ele- 
ments. See CUBIC; TETRAGONAL; 
HEXAGONAL; ORTHORHOMBIC; 
MONOCLINIC; TRICLINIC; also AM- 
ORPHOUS. 2. Horology. A watch 
glass; the word for this use de- 
rived from the fact that the 
earliest transparent protection for 
watch dials was by means of discs 
of polished rock crystal. “Un- 
breakable” crystals are made of 
celluloid or other transparent plas- 
tic materials. 

crystal clock. Same as quartz-crystal 
clock. A timekeeping device which 
uses the “piezo effect”? by which an 
electric current passed through a 
quartz crystal sets up oscillations 





of exceedingly high and uniform 


frequency in the current. These 
oscillations are stepped down by 
vacuum tube circuits to 1009 
cycles per second; this controls q 
synchronous motor clock which 
may be accurate to within ten gee. 
onds a year, or one part in 3,000, 
000. These clocks are used mostly 
for controlling radio frequencies, 

crystalline emerald. Name for an 
emerald triplet of beryl or quartz 
and glass. 

crystals. A diamond classification, 
the most perfect octahedrons of 
best color. Also “glassies.” 

crystolon. Trade name of the Norton 
Company for silicon carbide, See 
CARBORU NDUM. 

cubic. A crystal system in which the 
shapes assumed are referred to 
three sets of axes of equal length 
and at right angles to each other. 
The cube, the octahedron and the 
dodecahedron are characteristic 
forms of this system, also known 
as the isometric system. Substances ° 
crystallizing in this system have 
no double refraction and none of 
the properties related to it, like 
dichroism. Diamond, garnet, lazu- 
rite and spinel are some of the 
gem minerals crystallizing in this 
system. 

cuckoo clock. A clock, usually in a 
carved wood case, with the figure 
of a bird appearing at an opened 
shutter at each stroke of the hour- 
striking. Most cuckoo clocks are 
made in the Black Forest 
(Schwarzwald) district of south- 
ern Germany. 

cucumber server. 
tomato. server; has 
pierced bowl. 

cuivre (kweev’r). French for cop- 
per; a word also required to be 
stamped on Swiss-made watch 
cases, or parts thereof, made of 
German silver and other alloys of 
nickel, unless stamped “Argen- 
tan.” 

culasse (koo-lass’). The pavilion. 

culet (kew’let). The small facet at 
the bottom of a brilliant-cut stone. 


Similar to a small 
rounded, 


CULET 
Bottom Side 


Also CULETTE or COLLET. 

Cullinan diamond. World’s greatest 
diamond, found at Premier mine, 
South Africa, Jan. 25, 1905; 
weight before cutting, 3106 carats. 
Presented to King Edward VII 
and cut into nine large and 96 
small brilliants. The world’s 
largest cut diamond, the Star of 
Africa, weight 530.2 carats, cut 
from the Cullinan, is mounted in 
the British royal scepter. The Cul- 
linan II, the world’s second largest 
cut diamond, weight 317.4 carats, 
appears in the Imperial State 
Crown. 
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cultivated pearl. 
culture pearl. 


cupel (koo’pell). 


A JEWELERS’ DICTIONARY 
(From page TA) 


Culture pearl. 

A pearl resulting from 
the planting by man of a nucleus 
in the shell or in the mantel of a 
pearl oyster, around which the 
oyster then deposits layers of the 
pearl substance. Also known as 
cultivated pearl. 

A shallow, porous 
cup used in refining precious met- 
als. 


Cupid’s darts. Sagenitic quartz. 


curb. 1. 


curves 


curvette (kurr-vett’). 


Curb-pins: The regulator 
pins, embracing hairspring. 2. 
Compensating curb: An early com- 
pensating device consisting of a 
bimetallic bar, carrying one of the 
regulator pins to increase and 
diminish space between pins to 
change time rate of hairspring 
and balance. See COMPENSATING 
BALANCE, 

(terminal). Refers to the 
profile forms of the overcoils, or 
inner terminals, of Breguet hair- 
springs; and to the upper and 
lower terminals of cylindrical hair- 
springs for chronometers. 

Same as CU- 
VETTE or CHEVEE, 


eut. When used in relation to gem 


cut balance. 


cut-corner-triangle cut. 


cut glass. 


cuttlefish bone. 


curvette (kuh-vett’). 
cyanide (sigh’ah-nide). 


stones this word means a fash- 
ioned gem, as opposed to an uncut 
or rough gem. With most stones, 
cutting and polishing are two sepa- 
rate processes, the stone is first 
shaped and then it is polished. 
Diamonds are shaped and polished 
pretty much at the same time. See 
BRUTING; CLEAVING; BRILLIANT; 
BRILLONETTE; BRIOLETTE; BA- 
GUETTE; etc. 

A balance with its rim 
cut through, near each of its arms, 
to separate it into two segments. 
See COMPENSATING BALANCE, 

A fancy dia- 
mond shape, a triangle from which 
two of the corners have been cut. 
Fine glassware decorated 
with designs cut in the glass by 
abrasive wheels; the surfaces of 
these cuts and any uncut moulded 
surfaces, left standing on the 
glass, are finally highly polished 
by buffing or lapping. Much of 
the glassware of this high quality 
is sold through the jewelry trade. 
Dried porous bone 
used for quickly making molds for 
casting small pieces of jewelry. 
The pattern is pressed between two 
pieces of bone after cutting out a 
partial recess in each half of the 
mold for the pattern; pressure 
completes the mold in details. 

See CHEVEE. 

A compound 
of cyanogen with another sub- 
stance. The cyanides of potassium 
and of sodium are much used for 
dissolving tarnish in cleaning 
watches and silverware. One ounce 


of cyanide dissolved in one quart 


of water is an average proportion; 
if the tarnish is thick and stub- 
born, the solution may be made 
stronger in cyanide, 

cyanite (ki‘an-ite). See KYANITE. 

cycloid (sigh’kloid). See EPICYCLOID. 

cylinder escapement. A form of es- 
capement in which P 
the balance staff is 
a steel hollow cylin- ~f ee 
der half cut away 
below the balance, 
the edges of this 
cylinder-shell being the pallets, re- 
ceiving their impulse-lifts from 
wedge-shaped escape wheel teeth. 
During the motions of the balance, 
except during impulse and drop, 
the escape wheel teeth press 
against the outside of the cylinder, 
making this a frictional escape- 
ment, therefore inferior in time- 
keeping to the lever or chronometer 
escapement. A feature character- 
istic of cylinder escapements is the 
“chariot’—an adjustable base to 
which is screwed the balance cock, 
and in which the lower balance 
pivot jewels are set. This chariot 
may be fastened at a variety of 
distances from the escape wheel, 
providing an adjustment for the 
depth of lock in the escapement. 
The cylinder escapement was the 
earliest improvement, in watch es- 
capements, over the verge escape- 
ment, and was invented in_ its 
present form by George Graham 
of London, England, about in 1725. 
It. is still used in large quantities 
of the cheapest watches made in 
Switzerland. See DETACHED; FRIC- 
TIONAL; HORIZONTAL. 

cylindrical hairspring. A form of bal- 
ance spring mostly used in marine 
chronometers, with its coils in heli- 
cal instead of spiral form. This 
allows both terminals to be given 
full curves; the great height of 
the helical spring is allowable be- 
cause there is no need to design 
chronometers to be “thin” as 
watches must be. 

cymophane (si‘mo-fane). Name given 
to chrysoberyl cat’s eye. 

cypher. See CIPHER. 

cyprine (sipp’rinn). 
of vesuvianite. 


Cylinder 
Escapement 


A blue variety 





A GLOSSARY OF TRADE TERMS 


This is the ninth installment of a com- 
prehensive dictionary of trade and technical 
terms used in the jewelry industry. Collabo- 
rators include Dr. Frederick H. Pough, act- 
ing curator of geology and mineralogy, 
American Museum of Natural History; John 
J. Bowman, chairman of the Educational 
Committee of the Horological Institute of 
America, and Joseph D. Little, who for many 
years was prominently identified with the 
silver industry. 


cyst pearl 


dactyliography 


danburite. An 


Danish silver. 


(sist). Complete pearls 
which form in the body of the 
oyster, as opposed to blister pearls 
which form on the shell, 


D 


(dak-till’-i-og’’ra-fi), 
The lore and art of engraving 
gems. 


damaskeen (damm-as-keen’). A type 





Damaskeening 


of decorative finish applied to 
watch plates, bridges, and other ex- 
posed parts, produced by grinding 
the metal surface with abrasive 
end-laps rotated in a hand tool or 
used in automatic machines. 


damborite. Misleading trade name for 


a synthetic gem; there is danger 
of confusion with danburite. 


dammar. A resin from pinaceous trees 


of Australia, New Zealand and the 
East Indies which is sometimes 
used in imitations of amber. See 
KAURI GUM. 

uncommon _ mineral 
which has only recently appeared 
on the gem market; most of the 
stones have gone to collectors. It 
is a pale yellow to white calcium 
boron silicate and its properties 
resemble those of topaz. The recent 
gem material is from Burma; color- 
less crystals have been found in 
Japan, Switzerland and a few other 
places. Named for Danbury, Conn., 
where it was first found. The 
name has been used in a mislead- 
ing way for light red synthetic 
corundum. 

Silverware manufac- 
tured in Denmark, either .830 fine— 
the Danish standard for silverware 
—or .925 fine, for export. 


dapping-die. An iron cube with a va- 





Dapping punches and die 


riety of concave sinks on its faces, 
used with corresponding punches 
to produce cup-shaped forms in 
sheet metal. 

(To be continued next month) 
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De Beers announces another big advertising program 


to help you sell more diamonds The third consecutive year of national 
promotion of diamonds — backbone of the 


jewelry business — begins next month. 





















Four individual campaigns, in the eye-arresting 
De Beers style, are designed to improve 
and broaden the market for diamonds by 


specific suggestions . . . 





Campaign No. 1 Full-color pages in 
The Saturday Evening Post and Life, pro- 
moting engagement ring sales with spe- 
cific reference to increasing the size of 
unit sale. 


Campaign No. 2 Full-color pages in 
Ladies’ Home Journal, Vogue, Harper’s 
Bazaar, promoting the bracelet and 2-carat 
diamond ring as basic jewelry for a 
woman of social standing. 


Campaign No. 3 Full-color pages in 
Time directed to men, promoting the 
2-carat ring and diamond bracelet as 
essential jewels for their wives. 


Campaign No. 4 Color pages in The 
New Yorker, designed to open a new 
market for diamonds among men, pro- 
moting the brown diamond as the newest 
idea in men’s jewelry. 


% Make the most of this persuasive, far-reaching program by tying-in with your own advertising in local newspapers. 
Tell people you are the “trusted jeweler” referred to. De Beers Consolidated Mines, Ltd., and Associated Companies. 
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What Causes the Star in Ruby and Sapphire 


Lala Penha. first woman gemologist of either Britain or America. 


uses chemistry. physics and 300-magnification photography to 


solve the *star”’’ riddle. during a vear’s research at Colambia 


HE cause of asterism or the stars in corundum— 

the mineral name for ruby and sapphire—has long 
been an open question. There are many explanations 
and theories, but there has been nothing to substantiate 
them. Looking back over the literature, one finds that 
as early as 1878 G. von Tschermak found hair-like in- 
clusions which he said were the mineral rutile. This 
was, of course, pure supposition, for there were no means 
at hand to prove such a statement. In his time the 
methods were too limited and too crude to positively 
identify anything as fine as the minute needle-like in- 
clusions of corundum. 

In Dana’s textbook of mineralogy there are two defi- 
nitions of asterism in corundum. Under the heading of 
asterism he states the cause is due to twinning lamellae, 
and under the description of corundum he says that it is 
probably due to hollow cylindrical cavities. ‘Tutton, an- 
other authority, says it is possibly due to minute cavities 
symmetrically arranged. Kraus (Gems & Gem Mate- 
rials) gives minute inclusions as a possible cause. A 
long list of similar definitions and suppositions could be 
given, all from reputable sources. 

These conflicting explanations in the literature led the 
author to take up the problem with the hope of arriving 
at some concrete explanation which would clarify the 
phenomenon of asterism in corundum. This work has 
been completed and in consequence the author will try 
to explain as simply as possible the nature and arrange- 
ment of the inclusions causing the phenomenon. 

First it is necessary to review briefly the crystal habit 
of corundum, as the arrangement of the inclusions de- 


Fig. 1. Corundum ordinarily 
crystallizes in six-sided prisms 
that are either doubly termi- 
nated six-sided pyramids (left), 
or have a tendency to be bar- Uy 

rel-shaped (right). YE 


to 














pends upon the crystallization. Corundum belongs to 
the rhombohedral division of the hexagonal system. It 
occurs usually as six-sided prisms that have a tendency 
to be barrel-shaped, or in doubly terminated six-sided 
pyramids. The rhombohedral division to which corun- 
dum belongs makes possible the parting so often found 
as striations or lines running diagonally across the 
crystals forming a pattern of rhombs. Figure 1 illus- 
trates the two commonest crystal'forms showing the posi- 
tion of the vertical axis. The barrel-shaped crystal 
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shows the striations of the rhombohedral parting said to 
be due to twinning (see Dana, page 481). 

Through the kindness of a New York concern much 
material was made available for examination, all from 
known localities in Ceylon, Siam, Burma, Australia, and 
Montana. 

It was found that cut stones were almost useless in the 
preliminary work, as the true nature of the inclusions 
causing the star and their arrangement could not be 
determined because of the distortion resulting from the 
convex form of the cabochon cut. This necessitated 
making thin sections of the material to be examined. 
These were cut a little less than a millimeter thick (.039 
of an inch). 

The sections revealed much. First, that the inclusions 
causing the star were definitely not hollow tubes or cavi- 
ties, as many writers have stated, but solid inclusions 





Fig. 2. Hexagonal "negative crystal" inclusions, found in ruby and 
sapphire, are either hollow or filled with gas or liquid. This type 
inclusion does not cause a star. 300X. 


displaying a deep red-brown color in transmitted light. 
In reflected light they were the same milky-white as in 
the cut stones. 

Three types of inclusions were found, with only one 
of these sorts of inclusions bearing any relation to 
asterism. Corundum included in corundum, as large in- 
clusions, is the first type. A sapphire was found with 
an included crystal of pink sapphire. 

The second type of inclusion consists of what is gen- 
erally known as “negative crystals.” These are either 
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hollow, gas-filled, or liquid-filled forms of crystals (see 
Fig. 2). Sections cut through these hollow forms or 
“negative crystals’ show clearly their hexagonal corun- 
dum character. Fig. 3 shows a negative crystal with 
the striations mentioned in the paragraph on the crystal 
form. lig. 4 shows the outlines of a group of negative 
crystals all with the hexagonal form. In the back- 


ee 


Fig. 3. Section cut through a "negative crystal" inclusion. Striations 

on the walls of this hollow inclusion are same as the lines running 

diagonally across the barrel-shaped corundum crystal in Fig. |. 
These lines are not the cause of asterism. 


ground of Fig. 4 can be seen concentrations of the third 
type of inclusion which is extremely minute in compari- 
son with the other types. 

The third type of inclusion is the important one to 
the jeweler, for this type is the cause of all the stars in 
sapphire and ruby, as well as what is known in the 
trade as “silk.’”’ These are so fine that thousands of 
them could be contained in one of the smaller of the in- 
clusions mentioned above. They are long rod-like or 
needle-like inclusions, red-brown in color, so fine that 
under the highest magnification they are possibly one 





Fig. 4. Behind the six-sided “negative crystal" inclusions, concen- 

trations of entirely different and exceedingly minute inclusions may be 

observed in this photomicrograph of corundum. Analysis indicated 

these to be rutile. They cause both "silk'’ and stars in sapphire 
and ruby. 300X. 


fourth the width of a cross hair in length. Their ex- 
treme fineness excludes the use of optical means for 
identification, as all that can be discerned is their color 
and elongated form. 

To determine the nature of these inclusions and 
classify them mineralogically was a difficult task because 
microscopic, chemical and X-ray methods all failed. As 
a last resort spectrographic analysis was used. This 
fortunately gave the answer. From the results it is in- 
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dicated that the inclusions are rutile. The inclusion-free 
material contained no titanium, but material which had 
many of the fine inclusions showed traces of titanium in 
great enough quantity to account for the rutile. These 
rutile inclusions were characteristic of material from al] 
the localities mentioned above. 

The distribution of these inclusions and their number 
determine whether a star will occur or whether only 
“silk” will occur. Fig. 5 shows a basal section contain- 
ing scattered inclusions which give the effect of “silk.” 
lig. 6 shows a heavily zoned basal section. A stone 








Fig. 5. Scattered 

inclusions which 

would present 

the appearance 
of "silk." 


Fig. 6. Here the 
rutile inclusions 
are heavily zoned. 
A stone cut with 
its center exactly 
in the center of 


Fig. 7. With this 
distribution of 
rutile inclusions, 
any part of the 
basal section 
would result in a 


the section would 
yield a star. 


good star after 
cutting. 


would have to be cut with its center coinciding with that 
of the section to produce a star. When zoned in this 
manner, only one star could be obtained from a basal 
section. 

‘ig. 7 illustrates an ideal distribution of inclusions. 
Any part of the basal section would produce an ex- 
cellent star. The inclusions lie in the plane of the basal 
section of the crystal with their lengths parallel to the 
prismatic faces of the crystal. This makes three direc- 
tions in which the inclusions lie, making angles of 60 deg. 
with each other. If the inclusions are examined from 
the side of a crystal it is found that their arrangement 
follows the rhombohedral parting planes or lines men- 
tioned in the paragraph on the crystal form. 

An ideal arrangement of the inclusions which would 
produce the best star material would be a crystal which 
had an even distribution of many inclusions throughout. 





Fig. 8. The even distribution of these rutile inclusions, lying in three 

directions and making angles of 60 degrees, produces the finest star 

material. Though they photograph black, the "negative crystal” 
inclusions would not lessen the perfection of the star. 300X. 


The unzoned section of Fig. 8 approaches this and would 
give a good star. The negative crystals (large, black, 
(Please turn to page 88) 
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“Gemiformation Please”’—No. 2 


Here’s the second self-test gem quiz. It’s easier than the first one 


that was published in May. Count 5 for each correct answer. 


If your score is less than 50 you'd betier read a book; if it’s 


ever 90, write one yourself. (Answers at bottom of page; dent peek!) 


by ARTHUR W. MULLER, C.G. 
of J. R. Wood & Sons, New York 


DIAMOND referred to as a “six-grainer’’ is of 
what metric carat size? 
2. What is the composition of sterling silver? 
3. Zircons were first found in 1921. True? False? 
(Underline one.) 
4. Name four gem-stones beginning with the letter 
at Dh ineexvasds owe ee baeda dade ween ieeeneeses 
5. “Oriental emerald”’ is not an emerald but a green 
ee See eee ee 
6. What is the only hue in which garnet does not 
MEE o kib we ced etiewsncsneesevns 
7. What are the three essentials of a gemstone? 
8. Why do nearly all natural gemstones remain cold 
to the touch longer than a glass imitation? ............ 
9. Name two gemstones that exhibit the phenomenon, 
“play of color.” 1. . errr Tyee rere 
10. The surface luster of every gem falls into one of 
the following eight classifications: 1, metallic; 2, adaman- 
tine ; 3, vitreous ; 4, resinous; 5, waxy; 6, pearly; 7, silky; 
8, dull. Write the number of the luster of the following 
polished stones: Rock crystal ......; diamond, ......; 
demantoid garnet, ......; jade, ......; marcasite, 
- > moonstone, .....+. 
11. What simple test will distinguish red spinel from 
vuby? .... hgh RWe eek RR ae oa kins 
12. Hematite is very hard. True? False? (Under- 


line one. ) 


13. What has the Federal Trade Commission ruled 
about the word ‘“‘perfect” in describing gemstones? .... 


eeeoeeevtoeoeece oun 


14. Olivine, peridot and chrysolite are identical min- 
eralogically. True? False? (Underline one.) 
15. What is a “boule” or “‘birne”’? 


ose eee eee e+e C0 COO 8 O00 © 66 6 HSE 


16. Identify a stone answering the following descrip- 
tion. Brilliant cut, colorless, weighs 4.49 carats, con- 
tains tiny spherical bubbles and conchoidal chips on the 
girdle, refractive index 1.64, specific gravity 2.9, can be 
ee ee 


17. Diamond is 10 on the Mohs scale of hardness, and 
corundum (ruby and sapphire) is 9. Does this indicate 
that diamond is about 10 per cent harder than corun- 
dum?. Write your answer here, but be careful! ....... 


ee ee ee ee eee ee ee ee ee oe ee ee ee ee 


18. Which of these gem names are synonymous: 
a. Tourquoise, hyacinth, ruby, red zircon, rose quartz. 
(Underline your choices. ) 
b. Green corundum, light blue beryl, spinel, chryso- 
prase, aquamarine. (Underline your choices.) 
19. The United States is an important producer of 
seven gemstones. Name three. 1. 


2. 


20. Diamonds are essential to national defense. True? 
False? (Underline one.) 


Gem-quiz answers. Cover this part of the page till you've finished the questions. 


. One and a half carats. There are four grains to the carat. 

2. Silver, 92.5%; copper, 7.5%. 

3. False. However, the heat-treated blue zircon was first imported into this country 
about 1921. 

. Topaz, tourmaline, turquoise, tigers-eye, titanite, thomsonite. 

5. Corundum (green sapphire.) 

. Blue, 

. Beauty to be worthy of adoration, durability to withstand normal wear, and 
rarity enough to be coveted. 

. Because crystalline material is a better conductor of heat than amorphous (non- 
crystalline) material. 

. Opal and labradorite (feldspar. ) 

. Rock crystal, 3; diamond, 2; demantoid diamond, 2; jade, 4; marcasite, 1; moon- 
stone, 6 or 3. 

. Polarized light. Spinel is singly refractive; ruby, doubly refractive. However, 
spinel is often falsely (anomalously) doubly refractive because of unnatural s.rain 
within the stone. 


2. False. Hematite is relatively soft with a hardness of only 5% to 6%. 

13. It is an unfair trade practice to use the word ‘“‘perfect’’ to describe any gemstone 
which discloses imperfections of any sort. when examined by a trained eye under 
10-power magnification. 

. True, although one authority lists the very light colors as chrysolite, the medium 
colors as peridot, and the darker ones as olivine. 

Bs Sel or carrot-shaped mass of synthetic sapphire and spinel made in an oxyhydrogen 

ame. 

16. Glass. 

7. Ten per cent harder is wrong, for the units of the Mohs scale are not uniform. 
Diamond, hardest known substance, is actually about 85 times harder than corun- 
dum, which is the next hardest natural material. 

. A, 2 and 4; B, 2 and 5. 

. Sapphire, kunzite, topaz, tourmaline, garnet, turquoise, moss agate. 

. True. The Government has accumulated a stock of industrial diamords. Industrial 
diamonds may only be exported under license. 
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HOUGH World War II has unsettled in- 

ternational commerce in many different 
sorts of gems, two “bargains in beauty” re- 
main in abundant supply—zircons and cultured 
pearls. No cutting problem, which plagues im- 
porters of most semi-precious gems, exists here, 
because the zircon-cutting factories in Siam con- 
tinue to cut goods which arrive uninterruptedly 
from neighboring Indo-China; and, of course, 
cultured pearls need only be drilled. 

These designs, created by Kaye Jordan Co., 
stvle and design consultants of New York and 
Providence, suggest the delightful harmonies 
resulting from mounting sky-blue zircons and 
creamy cultured pearls in the modern, flowing 
gold jewelry. The color tones of this combina- 
tion have an oriental feeling, which is highly 
appropriate inasmuch as the Orient is the source 
of both of the gems used. 

Watch for zircon and cultured pearl jewelry, 


in the popular price range, for Fall and Winter. 
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WHAT CAUSES STARS IN CORUNDUM 
(From page 80) 


included crystals) will not interfere with the quality of 
the star. This perfection is often approached, as can 
be seen by the beautiful examples of star stones in many 


jewelers’ stocks. 

It is a common thing, however, to find corundum go 
heavily zoned that in order to get a good star the cut 
stone must have its center coincide with that of the 
crystal from which it was cut, as mentioned above, Fig, 
6 illustrates this. If cut from any other part, the result 





Fig. 9. Here the rutile inclusions are concentrated in one direction, 
Stones cut from material like this would have a cat's eye effect, 
instead of a star. 300X. 


would be a cat’s-eye effect rather than the desired six 
rayed star. Fig. 9 shows the one-direction concentration 
of inclusions which would produce a cat’s-eye effect. 

The star is the result of simple reflection of light from 
the surfaces of the rutile inclusions. The band of light 
seen is at right angles to the length of the inclusions and 
the crystal face. The band of light is continuous across 
the crystal from one face to an opposite parallel face and 
it is the intersecting of the three bands of light in the 
center which makes possible the six-rayed star. 

An interesting example of the wrong arrangement of 
the inclusions is shown by Fig. 10. These are arranged 
parallel to a six-rayed star instead of being at right 





Fig. 10. Inclusions in a rough corundum crystal were arranged like 
this, yet the result was only a chatoyant effect, instead of a star. 


angles. A rough crystal showed this unusual arrange- 
ment of inclusions, and for the sake of those who believed 
that a star could be produced from the material, a stone 
was cut. The result was only a chatoyant effect which 
was definitely not a star. 

An interesting experiment is to take a silver bead and 
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simulate the arrangement of the inclusions by making 
fine lines parallel to what would be the prism faces. In 
concentrated light a good star will be seen. . (See Fig. 
11.) 

If rough material shows an even distribution of a 
brownish color in transmitted light, the chances of get- 
ting a star from any part of the material are very good, 


Fig. 11. A silver bead shows a 

six-rayed "star" when cut with 

fine lines parallel to what would 

be the prism faces of a hexag- 
onal crystal. 





but too transparent or too heavily zoned material will 
be disappointing. Of course, correct orientation is 
necessary for obtaining a star under all circumstances, 
A stone must be cut with its axis parallel to the vertical 
axis of the crystal from which it is cut. (The vertical 
axis is at right angles to the basal section.) It has to 
be cabochon cut in order to reflect light from the three 
directions simultaneously. Flat surfaces would reflect 
light from one set of inclusions instead of from all three 


sets at the same time. 


THE VARGAS DIAMOND IS CLEAVED 


HREE men, nervous like secret conspirators, gath- 
ered one afternoon last month about a $2,000,000 
fortune you could hold in your hand. They were owner, 
cleaver and cutter of the huge Vargas diamond—Harry 
Winston, Adrian Grasselly and Jonas Walrich. Not even 
their wives knew it was to be cleaved that day. 
Grasselly had cut a V-shaped groove, one-eighth inch 
deep, preliminary to the main operation, and in this task 





Wide World 


After the first cleaving of the Vargas diamond. The 150-carat por- 

tion at the left will yield two stones: the 550-carat mass at the right, 

20 stones. A 22-carat piece, sawed last spring from the top of the 

big piece, has been cut into a pear-shaped gem. The small chip 
at the bottom resulted from an incipient crack. 


had dulted about 150 natural cutting edges of 40 rough 
diamond crystals, each four or five carats in weight. 
The Vargas, now, was fastened with cement, similar 
to sealing wax, in a cleaving stick (a hollowed wooden 
cup with a spindle handle), and the stick was set firmly 
ina bench, Grasselly seated himself at the bench, fitted 
a steel cleaving knife into the groove of the diamond, 
and struck a sharp blow with the counterpoised hammer, 
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a 10-inch steel rod. A split three millimeters deep 
exactly on the calculated line of cleavage, was the result: 
both hammer and blow, evidently, were too light to 
cleave the stone clear through. 


Substituting a heavier hammer, Grasselly struck an- 
other blow, but subconsciously “pulled his punch,’ go 
that the fissure now extended only a few millimeters 
more—still true, however, with the india ink line that 
showed the desired cleavage plane. With the next hard 
blow, the stone parted completely and with such perfect 
direction that the black line on the exterior of the stone 
was itself cleaved into two lines. 

Tears of relief splashed both Grasselly’s and Winston’s 
cheeks, though neither realized it till they sank back in 
their chairs. Relics of this new bit of diamond history 
were the cleaving knife, its edge dulled in three spots, 
and the cleaving stick deeply cracked from the third 
blow. It was found that a two or three-carat bit had 
dropped from one tip of the cleavage plane, evidently the 
result of striation from an incipient crack. 

The cleaved portion weighed 150 carats. It will yield 
an emerald-cut stone of 50 carats and a pear-shape of 
30 carats, according to Winston’s present plans. The 
Vargas will be cleaved several more times, in the course 
of preparing 23 gems. (See J.C.-K., May, p. 54; June, 
p. 74, for the story of the first sawing of the 726.60- 
carat gem, the third largest rough diamond on record.) 





YOURS—"THE DIAMOND INDUSTRY IN 1940" 


Each summer THe Jewerrrs’ Circutar - Keystone 
offers its subscribers a profitable bonus in the form of 
Sydney H. Ball’s annual review of the diamond indus- 
try. A condensed portion of the 1940 review was pub- 
lished in this publication’s July, 1941, issue. Now the 
entire report has been published in a booklet, “The 
Diamond Industry in 1940.” 

Upon request a copy will be sent, free of charge, to 
any diamond or stone importer, manufacturing, whole- 
sale or retail jeweler, who asks for it upon his business 
letter head. 

“The Diamond Industry in 1940” reviews the effect of 
the war on the diamond industry, the rough and polished 
markets, investment buying, United States’ imports, 
governmental regulations, diamond cutting, exhibits and 
advertising, and production by countries. In addition, 
there is an especially timely chapter on_ industrial 
diamonds. 











WOULD LABEL ROUGH DIAMONDS IN JEWELRY 


The Jewelry Crafts Association of New York last 
month asked the Federal Trade Commission to investi- 
gate the advertising of jewelry, particularly wedding 
rings, set with small, rough, unpolished diamonds, in 
lieu of melee. 

“Through long usage and custom, the term diamonds 
connotes to the consuming public, cut, polished, faceted 


| stones,” wrote Henry L. Sperling, Crafts Association 





secretary, to the F.T.C. 

“We suggest, as a proper safeguard against fraud and 
deception to the public, that no jewelry set with rough, 
uncut and unpolished diamonds shall be sold or adver- 
tised for sale, unless such diamonds be named for what 
they really are, ‘rough diamonds, ‘uncut diamonds,’ ‘un- 
polished diamonds’ or some other appropriate desig- 
nation.” 

Rough diamonds, as small as 200 to the carat, have 
been used recently in cheap ‘diamond jewelry.” 
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DIAMONDS AND "GLADS" FOR AUGUST DISPLAYS 
LADIOLI are in glorious bloom practically all over 


America in August. There are dozens of varieties 
—large, primalina (small) and “‘baby’—in a rainbow of 
colors, and people are increasingly interested in this 
flower. Both Boston and Chicago have big gladiolus 
shows during August, and Pacific Coast growers are 
shipping their blooms. 

Gladioli and diamonds have an obscure and curious 
relationship which suggests them for display together 
in your August windows. Both to South 
Africa and both begin as mere lumps in the earth which 


are native 


Under the gladiolus "tree" glittering diamonds are displayed on 
heart-shaped shields covered with bright pink velvet; shields may be 
temporary masks laid on regular display stands. The blossoms are 


detached from Charles Dickens (wine-colored) and Orchid gladioli 


and wired in a graceful tree formation, to get away from the usual 

stalky-stiffness of this flower. If weather is warm, blossoms may be 

set in boutonniere tubes filled with water, then bound to the wire | 

branches with parafilm tape. Any florist will copy this Irene Hayes | 

arrangement, done for Marcus & Co. Mabel Macauley, the new | 
Marcus display expert, designed the window. 


later blossom into objects of great beauty. Here are 
suggestions for displaying diamonds and “glads’’ to- 
gether, worked out in conjunction with Mabel Macauley, 
design specialist. 

With Globe: Bowl of mixed gladioli balanced by a 
small glove, with South African Continent turned front- 
ward. Diamond rings, etc., on stands. 
shade of blue areas on the globe. Sign: “ ‘Glad’ Tid- 
ings! These of South Africa—diamonds 
and gladioli—are both cherished by the Summer Bride.” 

Rings on Stalks: Slip diamond engagement and wed- 
ding rings on gladiolus stalks, pushing them up far 
enough to hold securely. Stand the stalks in a flower 
arranger in a low bowl of water. Letter a sign on heart- 
shaped card: “HAVE A ‘GLAD’ WEDDING! Dia- 
monds and gladioli (both natives of South Africa) are 
beautiful for August brides.’ 

Floating Blossoms: Detach gladiolus blossoms from 
stems. Wire diamond rings and small clips, inserting 


wires up through blossoms so that jewels emerge from 
the flowers. 


Blue drapery, 


two natives 


Place blossoms close together in wire ar- 
ranger, in center of silver dish. Float other blossoms 
around the arranger on surface of the water. 

Canary Diamonds: Have a yellow window. Use yel- 
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low gladioli and borrow a live canary in a small white 
cage. Display canary diamond rings and clips. Sign: 
“For Sunshiny Days! Wear canary diamonds.” 

Boutonnieres: Arrange with a florist to furnish several 
small fresh gladiolus boutonnieres each morning for one 
week. These should cost about 25 cents each, made up 
of petals of various colors wired together as one flower. 
The base is kept fresh in a boutonniere tube filled with 
water, and covered by parafilm tape as used on cor- 
sages. Display with diamond clips and brooches. Sign: 
“‘Glads’ With Glitter! Wear a gladiolus nosegay and 
clip it with a diamond.” 


POPULAR-SIZE DIAMOND RINGS IN DEMAND 

“From the latest estimates available, it would appear 
that the Defense Program is being stepped up at a 
satisfactorily increased speed,” Alexander E. Arnstein 
of Arnstein Bros. & Co., New York diamond importers, 
commented late last month, in an appraisal of the rela- 
tion of the jewelry industry this fall to the nation’s 
altered economic set-up. 

“Last December our government was spending $500,- 
000,000 a month for this purpose; in July $1,000,000,- 
000 a month, and it is estimated that by next January 
we will be spending nearly $3,000,000,000 per month 
for defense. 

“It is important to the jewelry industry to lay their 
plans for this fall, bearing in mind the increased em- 
ployment which the Defense Program will bring about, 
and also bearing in mind the fact that many luxuries 
such as automobiles and refrigerators made largely of 





metal usable in defense will not compete this Fall for the 
luxury dollar to the extent that they did before. 

“Jewelers therefore can figure on a very much jp- 
creased business for the fall and they should prepare 
themselves with adequate supplies of diamonds to and 
including the anticipated demand through Christmas of 
1941. These unprecedented conditions are likely to cause 
a demand for popular- and medium-sized diamond rings 
such as has never been experienced before in our jp- 
dustry. 

“It should also be reaffirmed, the already familiar fact 
that a large part of the source of supply for © .r indus- 
try has been cut off due to the invasion of Belgium and 
Holland. With an increased demand, and a shutting off 
of a large part of the source of supply, it would appear 
that desirable diamonds will become increasingly scarce,” 


SELLS STERLING GOBLETS AS TROPHIES 
Where the jeweler runs up against the inevitable 
heavy competition in the trophy-merchandising field, 
he sometimes regretfully relinquishes the business as 
not profitable enough to make it worth while. Com- 
petition on trophies comes from a dozen sources, and 
usually is too difficult for the jeweler to contend with 
without price-cutting. 

The answer to this problem, says George Stallings, 
partner in the new jewelry firm of Strauss-Stallings in 
Jackson, Miss., is promotion of a substitute item—in the 
trophy field, silver goblets. Trophies are “old stuff” 
for the most part with country clubs and athletic organ- 
(Please turn to page 139) 
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We offer for sale first quality White Zircons ranging in size 


from one millimeter up. 


These stones are being used in greater abundance every day; 
but, our stock is large enough to satisfy even the greatest 


demand. 


Why not let us show you some Zircon Melle today? 
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SELLING TO COLLEGE STUDENTS 


(From page 61) 
jewelry than any other person—even if his funds are 
limited during his schooling period. 

A definite “chart” of jewelry buying ages has been 
one result of five years of operation of the Varsity Shop. 
As listed, the average student buying pins or rings is 
22-23 years old. At 25 he buys a wrist or pocket watch, 
and costume jewelry for sweethearts, At 26-27, he buys 
an engagement ring; then a wedding ring. After 30, 
he is a “loyal’’ customer of utmost value to the store. 
These ages have been carefully studied by Hess-Cul- 
bertson. One such customer bought an $18 pin at 22, a 
$45 wrist watch at 25, a $240 engagement ring, and a 
$35 wedding ring at 26. Sales to the same customer 
(who began visiting the Varsity Shop at 21) have to 
date amounted to more than $1,500—business which may 
easily have gone to any other jewelry store were it not 
for Hess-Culbertson’s careful nurturing of his regard. 

For the same reason, Mr. Irion advertises weekly for 
“club” business of young girls from 14 to 16 years of 
belonging to junior sororities in high schools and 
Even though sales may 





age 
junior high schools of the city. 
consist only of a slave bracelet or identification bracelet, 
future possibilities make every contact valuable. Identi- 
fication bracelets, incidentally, are swiftly taking the 
place of pins and other insignia in middlewestern col- 
legiate life, with the three Greek symbols inscribed on 
a silver plate. 

Greatest merchandising returns have been realized in 
the Varsity Shop from a “monthly suggestion” pro- 
gram developed by Mr. Irion. Once a month, a per- 
tinent seasonal item, such as a wrist watch, costume 
jewelry, or a coin knife, is chosen for suggestion to every 
student customer of the Varsity Shop. After business 
in the Varsity Shop is transacted, it is the salesman’s 
responsibility to place the “monthly suggestion” in the 
customer’s hands, and “sell” even though the customer 
obviously cannot afford it. Sales planted in this way 
frequently materialize long afterwards. 

“Every operation in the Varsity Shop is in reality a 
bid for the customer’s business after he graduates from 
college, enters business, and is married,’ Mr. Vogt 
added. 
10 or 15 years whenever contacts with youthful under- 
graduate students give us an opportunity to build their 
jewelry appreciation. Such students, it has been our ex- 
perience, are extremely susceptible to suggestions that 


“We feel that we are looking ahead as far as 


they admire this or that stone, fine silver, watch, cos- 
tume jewelry and other merchandise. In this way, the 
Varsity Shop has become a magnet which is now re- 
sponsible for a quarter of our entire list of loyal, satis- 
fied customers.”’ 

All over the country, the back-to-college parade this 
fall represents a vast army of 1,000,000 young people 
with better-than-average prospects. Quite apart from 
purchases while they’re still on the campus, they'll buy 
—within the next few years—a million wrist watches, a 
million engagement rings and a million wedding rings. 
Yes, the relation between jeweler and college student can 
lead to immeasurably greater business than the cheap 
watch repair or dollar alarm clock sale. Jewelers situated 
near a college campus will find these young people’s bust 
ness well worth cultivating. 
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Genuine “Trublak” 


(TRADE MARK) 


m BLACK 
ONYX 


RINGSTONES | 


ANY SIZE +« ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


; PLAIN, DRILLED, SLOTTED 


Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 


Company 
Operating 
* .. America's First Complete 


Cutting Plant for 


Black Onyx & Synthetic Ringstones 
400 Charles St., PROVIDENCE, R. |. 


Minimum quantity required per size 


and shape ... 300 pieces. 
NO JOBBING ...NO RECUTTING 


94 








JEWELRY ON THE AIR—OFF THE TRAYS 


(From page 65) 


from a ballroom in the St. Francis Hotel in San Fran. 
cisco. It is an interview-type program in which a master. 
of-ceremonies, locally famous for this kind of work, asks 
dancing couples, local and visiting celebrities to come to 
the microphone for a strictly ad lib conversation. Serj- 
ous issues are taboo and humor has the right of way. Six 
or eight people are interviewed and the ladies are pre- 
plus 15 
cents to cover the state sales tax. ‘hese programs are, 


sented with a $5 Samuels merchandise order 





for the most part, devoted to the promotion of sales in 
the jewelry department. ‘Two or three times a year a 
broadcast may be tied in with one of the silverware pro- 
motions for which this store is famous. 

Advertising Manager Haight has some definite ideas 
of his own concerning commercial announcements: 

Kirst, they must be extremely simple in wording; 
high-brow language appeals to probably less than 10 
percent of the general radio audience. 

Second, he contends that they should not arbitrarily 
be held to a limit of, say 100 words, or less than one 
minute in time; if announcements are really interesting, 
as they should be to justify sending them out over the 
air, there is little danger of being tuned out. In a recent 
program he used 600 words in two announcements. Com- 
bined, they told an intriguing short-short story about the 
present production and price situation in the diamond 
industry —a_ subtle buy-now argument that carried 
weight. The story was enlivened by conversational ex- 
changes between the announcer and the master-of-cere- 
monies. 

And Haight is one who does not favor the use of news- 
paper advertising to promote interest in radio programs. 
If, he contends, a program is not good enough to build 
up its own foilowing the expenditure of money for any 
form of promotion is not justified; indeed, the program 
should not be used at all. 

The second Albert S. Samuels Co., “The House of 
Lucky Wedding Rings,” half-hour program is broadcast 
Sundays at 12:45 p. m. and is dedicated to the promo- 
tion of engagement- and wedding-ring sales. It is called 
The history of its conception is 
interesting: Reno, Nev., is broadly famous for its easy 
marriage and divorce facilities. California has a law 
which requires a three-day wait between the granting of 


, 


“Romance in Reno.’ 


a license to marry and the performance of the ceremony. 
As a result, hundreds of California couples go each year 
to Reno to be married. 

The program is aired through a San Francisco station, 
but following a brief initial announcement—which de- 
clares that “Samuel’s hopes that when you marry you 
will wed in California where the legal requirements were 


“ce 


designed for your welfare; but wherever you are married, 
select your wedding ring at Samuel’s’—the controls are 
switched to the county clerk’s office in the Reno court 
house. There the “Romance Reporter” interviews a half- 
dozen or more couples who have just been or will soon be 
married. 

The introductory questions covering names, addresses, 
where they met, and their future plans are more or less 
routine. But after that there is no set procedure —ex- 
cept to try and get the reaction of all concerned to some 
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phase of married life, such as the superstition 


specific 
that a bride should never remove her wedding ring. Each 
bride is presented with a piece of sterling silver table- 
ware as a wedding gift. One of the two commercial an- 
nouncements is devoted to wedding rings and the cther 
to prices and credit terms. The San Francisco station 
cuts in with the closing announcement, again referring 


to the company’s approval of the California marriage 


laws. 


CONSIDER A CHRISTMAS GIFT BOOK 
(From page 67) 


large industrial cities and that in these cases, the cata- 
logs were supported by radio and newspaper advertising. 
Therefore, the reader might inquire as to the pulling 
power of a catalog when it is used by a smaller jewelry 
store dependent upon a rural route mailing list. In 
California, 37 miles north of San Diego and 87 miles 
south of Los Angeles, lies the town of Oceanside with a 
population of 3508. ‘The nearest town of any size 
(Escondido, population 3421 people) is 21 miles away. 
Therefore, G. E. Tufford, jeweler of Oceanside, Calif., 
has to depend on a small town and rural trade. He has 
been using syndicated catalogs for the past three years, 
a large part of his mailings going to the same 1500 
R.F.D. box holders every year. During the Christmas 
seasons of 1938 and 1939, says Mr. Tufford, “I did not 
have one single person come into the store and say they 
had received a catalog, nor did I have anyone send in 
or come in saying they wanted a special item in the cata- 
log. This past holiday season, I tried a better grade of 
syndicated catalog put out by a different firm. It cost 
somewhat more, but the results were worth it. People 
came into the store saying they had received the cataiog, 
how fine it was, and asking for various items in it. These 
are the first direct results I have received from any cata- 
log, and I am convinced that if a jeweler uses a syndi- 
cated catalog, he should use a high-grade one.” 

Of course, this increase in effectiveness probably was 
at least partly due to the more favorable conditions 
which existed last fall, but the fact that the new catalog 
was remembered and mentioned shows that it played a 
large part. 

The town of Bartlesville, Okla. (population 15,000), 
is another community which is miles from another town 
of comparable size, and therefore, serves a wide sur- 
rounding territory. From Bartlesville the Terry Jewelry 
Company made a Christmas catalog mailing that brought 
from them the following report: ‘““We have for the first 
time this vear used a Christmas catalog which we mailed 
to people both in town and in the surrounding territory. 
We got a considerable number of new customers during 
the Christmas season and feel sure that .. . it was largely 
due to the book.”’ 

From another town of 15,000—Ilion, N. 
mailing of Christmas catalogs brought the same result. 
Many new accounts were opened up, which, to quote Mr. 
Albert W. Buckminster of A. C. Buckminster & Son, 
“could only have been reached by this medium. In addi- 
tion, our catalogs had scarcely been out more than two 
days when many of our customers phoned asking us to 
have specific numbers in the book saved for them.” 

Another jeweler in Pottstown, Pa., reported: “We paid 


Y.—another 
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No greater reward than satisfaction 
in perfect craftsmanship. Since 1889, 
Wadsworth craftsmen have taken 
immeasurable pride in their work — 
have constantly striven te create 
finer watch cases, mere perfect in 
detail, more original in conception. 
Traly. a Wadsworth Watch Case has 
no equal in sales appeal. 


Offices 
New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 
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for our catalogs in the first week with the profits from 
the first four sales directly traceable to it.” 

Shoving the calendar ahead is a necessity of jewelry 
store merchandising, and those who get the most from it 
are those who plan ahead. Right now, for example, is 
none too soon to begin planning your Christmas cam 
paign, and particularly the selection of your Christmas 
catalog. The few fine syndicated gift books that are 
available are sold to only one jeweler in a town, and the 
man who delays is likely to find the cream of the crop 
already taken for his locality. 

Above all, don’t do your planning on a depression 
basis. Lay your plans to fit the improved financial con- 
dition of your customers. Remember poor Fanny, the 
polar bear. She had been out of her natural surroundings 
so long that she had forgotten how to act when she was 
in them again. ... And Fanny broke two legs... . 

This fall the American jeweler will be in “natural” 
business surroundings. He will have the opportunity to 
enjoy them—if he plans accordingly and acts now. 


METHODS FOR SELLING TO DEFENSE WORKERS 


(From page 68) 


promotion used by the Hudson store. 

Utilization of special media is a point stressed by all 
the jewelers. As Mr. Smith explains, “while they read 
the local papers, it is better to reach them through some 
method such as direct mail, a plant or industry news- 
paper, factory-gate distribution of special advertising 
offers or a combination of all these forms.” 


The Herbert K. Smith Co. is making a special concep- 
tration in an industry-wide newspaper, the ‘Aircraft 
Times” which goes out to the aircraft workers at all the 
major plants. His main accent is placed on the depend- 
ability of the store, his slogans being “Honest Goods” 
and “Honest Prices.” 

The Slavick Jewelry Co. is making a special appeal 
on engagement and wedding rings in the middle-price 
brackets, from $50 to $300 dollars, correctly realizing 
that many of the new workers in the defense industry 
have been putting off marriage until a steady job came 
into sight. It is reported that most of the workers in 
national defense industries are optimistic about the dura- 
tion of their jobs, looking forward to at least three years 
of steady employment and hence very much in the mar- 
ket for jewelry and luxuries which they have been forced 
to deny themselves for many years. 

A unique sale of workers’ clothing in a jewelry store— 
and no profit being taken from the garments sold—at- 
tracted more than 1,000 new “good will” customers last 
month to Finley’s Credit jewelry establishments in Bur- 
bank and North Hollywood, Calif. 

In the week’s campaign, the new customers flocked 
to the jewel shop to buy on credit and open accounts 
to pay 25 cents a week on emblem uniforms selling at 
the cost price of $2.45. 

Finley's store is located in one of the bustling centers 
of aircraft defense production in Southern California 
and heavy sales of the uniforms were reported to em- 
ployes of such famous airplane manufacturers as Lock- 
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Vega, Menasco, Adel Timm and aircraft 


heed, Douglas, 
accessory workers. | | 

At Burbank is the huge Warner Bros. motion picture 
and movie workers bought their share while 
market and service station men, city employes and 
others in all lines of work in the area shared in the 


studios, 


sale. 
The emblem uniforms consist of shirt and pants of 


pre-shrunk herringbone twill. Each purchaser had 
his first name embroidered on the left pocket of the 
shirt, while on the back choice of any emblem was given. 
tan and green—were offered. 





Two colors 

“This is a copyrighted idea originated by our stores,” 
Robert Thorne, partner with Larry Finley, who opened 
the place 18 months ago, said. “Our plan is purely a 
customer drawing one. We will not accept cash for the 
uniforms. None is sold by mail or telephone and while 
we restrict the sales, one suit to each customer, the only 
requirement to open an account and pay for the uni- 
form at 25 cents a week is to present an employment 
card. No down payment is asked for the purchase. 

“We do this without any intention of profit on the 
uniforms, because once they have opened the $2.45 ac- 
count for the emblem uniform they are almost certain 
to return and use their credit account to purchase other 
articles of merchandise in our store.” 

Finley and Thorne copyrighted the plan and tried 
it first a year ago. 
customers attracted at that time are still with their 


They declare that scores of new 


firm and have developed large credit accounts. 
No jeweler interviewed reported the use of “bird 


dogs” or “kick-back” to workers who would bring in 
their friends. It was the general feeling that this tech- 
nique would react unfavorably in any attempt to root 
the business solidly among the defense workers for the 
reason that word of it would get around and reflect on 
the general policy of the firm. 

The general feeling expressed was that while the pres- 
ent market may be a “‘seller’s market” in many respects 
this is not entirely true of the retail jewelry trade be- 
cause the new workers would be likely to buy automo- 
biles, furniture, etc., first, and therefore unless the 
jeweler devoted special attention to gaining his share of 
the defense worker’s dollar he would be neglected. 

Hence, the specialized advertising campaign, tied in 
with special offers and attractive merchandise. While 
the workers in defense industries may represent only a 
small percentage of the total potential market, tiie fact 
that they feel more job security plus the fact that many 
of them are new workers makes it highly important to 
slant special promotions toward the defense industries. 


Following a burglary at the store of Mac the Jeweler, 
Sheboygan, Wis., in which stock valued at some $3,000 
was stolen, William C. McMullin, proprietor, had the 
following announcement read twice over station WHBL 
in Sheboygan: “Notice! To the person or persons who 
broke into our store Saturday night or Sunday morning 
and took some of our fine watches, diamonds and other 
jewelry. We are pleased that you appreciate good 
watches, fine diamonds and jewelry and hope that if 
you are not entirely satisfied you will return these 
articles.” 
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Should Displays Show Prices? 


What is the effect upon the public of showing prices in window and 
store displays? Does it help or hinder sales? Here’s what 1000 


average consumers say. ina survey conducted for Sales Management 


EOPLE—both men and women—want to know 

quickly what goods cost. Many of them either will 
not take the trouble to ask the price if it is not shown 
or deliberately refrain from doing so for fear that the 
price may be more than they want to pay. Rather than 
risk embarrassment, they pass up consideration of the 
purchase. 

Those and other conclusions are drawn from a survey 
conducted about two months ago by Sales Management 
magazine among 1000 men and women in Syracuse, 
N. Y. Interviews were conducted on the street, in stores 
and homes, without any formal effort to make a rigid 
division of respondents by income groups. Of the total 
number of interviews 532 were with men, 468 with 
women. 

To the question, “Do you prefer window or store dis- 
plays that show prices or those where no prices are 
given?”’, 70.8 per cent of the men and 80.1 per cent of 
the women said they preferred to have prices shown. 

“When you see an unpriced item in a show window 
that interests you, do you go inside and ask the price?” 
was another of the queries. ‘Never,’ said 19.2 per cent; 
“seldom,” replied 38.4; and only 42.4 per cent said that 
they do so at all frequently. Many a potential sale dies 
because more than half of all shoppers as represented by 
this study, will seldom, if ever, take the trouble to go 
into a store and ask the price of unpriced articles dis- 
played in the window, even when they are interested in 
the merchandise. 

To discover the reason for this reluctance, the inter- 
viewees were then asked “Do you ever refrain from ask- 
ing the prices of displayed merchandise because you feel 
they might be higher than you want to pay?” “Fre- 
quently,” replied 36.8 per cent, and about half of the 
rest answered “sometimes.” 

Yet when the same people were asked whether the 
figures that were quoted on the occasions when they did 
ask prices were higher than they expected, 54 per cent 
replied that their experience had been that the prices 
were either about what they had expected or actually 
lower. 

Has the retailer anything to lose by displaying the 
price? Wouldn’t he gain at least some purchases from 
the type of customer who dislikes to ask, because she 
fears she'll have to tell the clerk the price is beyond her 
budget ? 

Many people have only the vaguest ideas about what 
specific items cost. Many of them have never before 
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purchased a similar article. Or they may do so at such 
infrequent intervals that they are not aware of current 
prices which may be substantially lower than they 
thought. This is especially likely to be true of such 
goods as jewelry store merchandise, which the’ average 
consumer buys so seldom. Most people have very exag- 
gerated ideas of the value of diamonds, watches and 
silver, and the prices of such items are more likely to 
prove a pleasant surprise than a sales deterrent. 

Confirming this factor of price being a help to sales 
rather than a drawback is the fact that 46 per cent 
of the people questioned said that as a result of seeing a 
display of attractive merchandise at a price that seemed 
attractive they had “frequently’’ made purchases not 
previously or deliberately planned. Another 32.5 per 
cent said that they did so “occasionally,” leaving only 
21.5 per cent who said that they “never’’ made such 
purchases. 

Displaying prices apparently does not discourage the 
person who had already planned to buy; it creates a 
certain amount of “impulse buying” which otherwise 
would be lost; and makes the displays more interesting 
and attractive to the serious shopper who is your livest 
prospect. 

Carrying the investigation a step farther, interviewees 
were asked whether they preferred to have prices quoted 
in store advertising. Ninety per cent replied that they 
preferred to have prices quoted in the case of newspaper 
or other printed advertising—and two thirds—64.5 per 
cent said they also preferred to have it included in radio 
commercials. 

To find out how serious a factor this preference might 
be, these people were then asked “Has the fact that 
prices were not stated ever caused you to eliminate from 
consideration of purchase advertised merchandise in 
which you were interested?” “Yes,” said 69 per cent. 

Those who replied in this way were then queried, ‘In 
such cases, have you ever discovered later that you 
would have purchased the article if you had known the 
price at the time you read or heard the advertisements?” 
“Yes,” replied 87.3 per cent. Eighty seven per cent of 
the 69 per cent that eliminated the purchase because of 
lack of price information is 60 per cent of all the people 
interviewed—60 per cent to whom some merchant might 
have made a sale that he missed because of not showing 
prices. 

By all means show prices in your displays and ad- 
vertising. Instead of scaring business away, you'll at- 
tract it. 
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Table settings merge Rike-Kumler's associated silver, china, glass and art departments into 
what amounts to a single, powerful selling unit. Note the open display of silver hollowware. 


The *Table-Furnishings Plan ’’ 


Ups Silver, China. Crystal Sales 


A” zany humor: Displaying, and trying to sell, 
salt shakers and sugar bowls in one corner of the 
main floor; pepper shakers and cream pitchers in the 
second floor, the balcony or the basement. 

Certain things people use in their homes are so nat- 
urally associated together that no merchant would think 
for a moment of grouping them apart from each other. 
Yet how many stores say a forbidding “No” to a blissful 
marriage between the silverware department and china, 
glass and table accessories; restrict the first-mentioned 
department to one side of the main floor, and banish as- 
sociated merchandise to a distant place. 

Experimentally at first, Rike-Kumler Co., Dayton, 
Ohio, removed silverware from all by its lonesome on the 
first floor into a logical, intimate relation with crystal, 
chinawares and table decorations on the fourth floor. In- 
creased volume was predicted for all these furnishings 
of the dining table. And increase all have; silverware 
sales have doubled twice since the departments were 
brought together. 

Though a department store, Rike-Kumler ranks in the 
same highly ethical class as Lord & Taylor, Bullock’s 
and L. S. Ayres and its highly successful job with silver, 
china, glass and table ornaments suggests that retail 
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jewelers, too, could profitably merchandise these related 
goods in united or adjoining sections of the store. 

Considerable thought was given to display and both 
the column displays and the cabinets are of the open 
type. Around the columns are shelves which top table- 
type fixtures and these are all open. The cabinets are 
made of glass and are closed at the back, but are open 
at the front. Rike’s admits that this type of display 
means considerable extra work in polishing, but feels 
that this disadvantage is more than compensated by extra 
sales. It is difficult to persuade salespeople to slide 
doors open and as far as the customer is concerned, a 
closed case is practically a “Hands Off” sign. Rike’s 
wants its salespeople to put the silverware in the cus- 
tomer’s hands and also wants the customer to pick it up. 
Tor this reason no objection is seen to occupying most 
of a maid’s time in keeping the silverware in gleaming 
condition. However, it is highly important that there is 
no let down in the polishing. 

Flatware is displayed at two counters—one for ster- 
ling and the other for plated ware. The two counters 
are separated by a desk. The counter has a glass top, 
under which are a knife, fork and spoon in each pattern 

(Please turn to page 124) 
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Mrs. Ameriea and Her Silver 


Part Vi—Her Hollowware; How. When, Where She Acquired It 


HE consumer market for hollowware presents a 
picture that is markedly different in many ways 
from that for silver flatware. 

Most noticeable point of difference is the fact that 
ownership of hollowware is far less universal. Whereas 
every one of the nearly 500 women interviewed in the 
two upper income groups had at least one complete set of 
silver flatware, only half of those in the “B,” or upper 
middle class—49.5 per cent to be exact—owned even so 
much as one piece of hollowware in either sterling or 
plate. And even in the top income bracket, 10.7 per cent 
of the women have no hollowware whatever. Among 
the “C” or lower middle class income families, only 
about one in three—34.6 per cent—has a piece of hol- 
lowware, although 92.2 per cent of these same people 
have matched sets of flatware. 

The second important difference, therefore, is that hol- 
lowware not only is much less generally owned than flat- 
ware, but also that the proportion of ownership decreases 
very much more sharply and suddenly as we go down the 
economic ladder. Unlike flatware, it is primarily a 
“class market” item which is in only fair demand among 
the middle class who are much more likely to own a car, 
a radio, and an iceless refrigerator than even a silver- 
plated cream pitcher or vegetable dish. 

A study of the details only emphasizes the sharpness 
of the line of demarcation between income groups. For 
example, the top economic bracket was found to have an 
average of 2.7 items of hollowware per family, even when 
the non-owners are included. For the “B” income group, 
the corresponding figure is just a shade over one piece 
per family—1.02 to be accurate—and 0.53 piece per 
household for the “C,” or lower middle class, segment of 
the population. 


Hollowware Ownership by Income Groups— 


"A" Income Group 


OWN BOTH STERLING 


AND PLATED 
OWN STERLING 





OWN BOTH 
STERLING | 
annie) OWN PLATED | [OWN PLATED 
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“B" Income Group 







To put it another way, the “A” income families, al- 
though only one third as numerous as those in group 
“B,” own approximately the same total quantity of silver 
hollowware, and have more than the “C” group, though 
there are four times as many people in the latter, 

All of the foregoing figures include both sterling and 
plated ware, lumped together. A breakdown of the 
totals into the two classes of goods shows that sterling 
accounts for 36.6 per cent of the hollowware items 
owned by families in the upper economic bracket, 19.7 
per cent of the pieces held by the “B” income group, and 
14.2 per cent of those in the “C” income or lower middle 
class homes. 

Analyzing the data from another angle—the number 
of women in each financial classification who own one or 
more pieces of either of the two grades of hollowware— 
we find the situation pictured at the foot of this page. 

These proportions of ownership are almost identical 
for all age groups in both the “B” and “C” economic 
divisions, but in the “A” bracket there is a very marked 
difference between the holdings of the women under 45 
and of those above that age. The younger well-to-do 
families incline much more strongly to sterling than do 
their mothers, but on the other hand a somewhat larger 
proportion of them has no hollowware at all. The older 
wemen, while less likely to own sterling, almost invari- 
ably have at least a few pieces of plated ware. A break- 
down of this upper economic class by age groups follows: 


Hollowware Ownership by Upper Income Families 
Own both ster- Own ster- Own plated Non- 


ling and plate ling only only owners 
Women under 45 34.2 21.1 30.3 14.4 
Women over 45 28.2 2.2 65.2 4.3 


The explanation appears to be that a piece of sterling 


"“C" Income Group 


OWN BOTH STERLING § 7% 


5.17. AND PLATED 


50.5% 65.47. 
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... has unusual Selling Features 







THE BEAUTIFUL CARVED DETAIL 
AND GLEAMING FACETS 
FORM A PERFECT SETTING 


FOR THE LACE MOTIF th 
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LOST ART .. . ROSE POINT LACE, 
THE TRADITIONAL LACE 
OF ROYALTY 
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This is the Silver Sculptor’s masterpiece, of precious Rose |Poin bS 
in Sterling. One of the most successful patterns in America, 


A character of craftsmanship that discourages imitators. 
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hollowware has become more and more the recognized 


“correct” thing to give as a wedding present, since 85.7 
per cent of the well-to-do young women owning it re- 


ceived one or more pieces as gifts, and approximately 


two-thirds of the gifts were at the time of the marriage. 


their own. 


By contrast, nearly half of the older women of the same 
financial status who own sterling hollowware bought 


Sterling hollowware is definitely gift merchandise jy 
the younger market, but is purchased to an important ex. 
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"A" Incomes 


Tea Set 
ee 17.8% 
eee 23.9% 
Tray 
Platter 
Teapot 
& 17.8% 
fe] 16.3% 
Suger & Creamer 
Bowls & 
Vegetable Dishes 
ae 26.8% 
Water Pitcher 
$ 7.1% 
(] 9.8% 
Salt & Pepper 
None 
None 


"B" Incomes 


13.7% 


19.0% 





21.2% 


37.4% 


11.8% 


23.1% 


8.0% 


15.6% 


6.5% 


& 13.7% 


Percentage of Hollowware Owners Holding Each Kind of Piece 


"C" Incomes 


15.1% 








11.0% 








ze 20.9% 
9.0% 


12.3% 





& 13.9% 
C] 14.9% 


None 
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...has unusual Selling Points 
















CARVING REMINISCENT OF GRINLING 
GIBBONS, MASTER CARVER FOR 
SIR CHRISTOPHER WREN 


A SPECIAL HAND TREATMENT 
ADDS A LASTING SPARKLE 
TO ITS ORNAMENTATION 


TRADITIONAL VARIATION HIGH SCULPTURAL RELIEF 
OF GARLANDS ON KNIVES, 


FORKS AND SPOONS 





MASSIVE CHARACTER 


ENGRAVES BEAUTIFULLY 
ON FRONT OR BACK 





THE ORNAMENTATION PROTECTS 
AGAINST CHAFING AND SCRATCHES 
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This Master Craftsmanship 
pattern is famous for its 
skilful carving. le will 
never be commonplace. 
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tent for self-use by middle aged matrons. 

An analysis of the kind of pieces owned by the various 
income groups may be helpful as a guide in choosing the 
items which are likely to be most profitable to feature. 
The figures, shown in the chart on page 104, add up to 
considerably more than 100 per cent in each case because 
most of the women who own hollowware have more 
than one piece. 

An analysis of the methods of hollowware acquisition, 
broken down py income classes, and further subdivided 
by age groups follows. It will be noted that in most 
cases the totals are more than 100 per cent. This, of 
course, is due to the fact that many of the women, espe- 
cially in the two upper groups, acquired their holdings 
by more thar one method. This factor is practically 
non-existent, however, in group “C,” the lower middle 


class. 
How Women Acquired Their Hollowware 
"A" INCOME GROUP 


Women Women 

under 45 over 45 
Sterling Plate Sterling Plate 
Self-purchase 26.2 28.5 42.8 34.9 
Gift 85.7 81.6 57.2 55.8 
Inheritance 19.0 18.3 apr 9.3 

"B" INCOME GROUP 

Women Women 

under 45 over 45 
Sterling Plate Sterling Plate 
Self-purchase 56.2 39.1 63.1 49.1 
Gift 50.0 60.9 36.8 58.2 
Inheritance 6.2 9.8 15.8 14.5 

"C" INCOME GROUP 

Women Women 

under 45 over 45 
Sterling Plate Sterling Plate 
Self-purchase 6.0 24.9 16.7 10.3 
Gift 82.3 71.3 50.0 68.9 
Inheritance i7 3.8 33.3 20.8 


Relatives other than parents gave more of the hollow- 
ware than any other group of donors—probably because, 
like Moran and Mack’s black horses who ate more than 
the white horses, there are more of them. Relatives are 
the most frequent givers in all income classes, in all age 
groups, and in both sterling and plated ware. When 
little Mary Jones is going to be married, Uncle Joe and 
Cousin Martha are prime prospects for the sale of a sil- 
ver tray or vegetable dish; and children, nieces and 
brothers are pretty apt to give Mother or Auntie a piece 
of silver for Christmas, birthday, or wedding anni- 
versary. 

Here are the figures covering the sources of gifts of 
hollowware: 


Who Gave the Silver Hollowware 
TO WOMEN IN "A" INCOME GROUP 


Women Women 
under 45 over 45 
Sterling Plated Sterling Plated 
Parents 28.6 20.0 a 10.7 
Other relatives 47.6 44.5 81.0 64.3 
Friends 23.8 35.5 19.0 25.0 
TO WOMEN IN. "B" INCOME GROUP 
Women Women 
under 45 over 45 
Sterling Plated Sterling Plated 
Parents 12.5 19.6 28.6 21.9 
Other relatives 51.0 55.4 42.8 40.6 
Friends 36.5 25.0 28.6 37.5 
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TO WOMEN IN "C" INCOME GROUP 


Women Women 

under 45 over 45 
Sterling Plated Sterling — Plate 
Parents 35.7 22.4 16.7 13.2 
Other relatives 42.9 38.8 35.0 47.4 
Friends 21.4 38.8 48.3 39.4 


More silver hollowware is acquired at the time of mar- 
riage than either before or after. Exceptions to this 
general rule were found in two sub-classifications, 
slightly larger percentages of the older matrons jn 
group “A” who have plated ware, and of the few aboye 
45 in group “C” who own sterling, having acquired jt 
subsequent to marriage, but, for the market as a whole, 
the wedding day is the predominant time of acquisition, 
Complete figures follow: 


When They Got Their Hollowware 
"A" INCOME GROUP 


Women Women 

under 45 over 45 
Sterling Plated Sterling Plated 
Before marriage 8.5 5.3 5.9 7.0 
At marriage 53.5 55.1 58.1 44.2 
After marriage 38.0 39.6 36.0 48.8 

"B" INCOME GOUP 

Women Women 

under 45 over 45 
Sterling Plated Sterling Plated 
Before marriage 6.2 3.3 aye 5.1 
At marriage 50.0 58.7 57.9 49.2 
After marriage 43.8 38.0 42.1 45.7 

"C" INCOME GROUP 

Women Women 

under 45 over 45 
Sterling Plated Sterling Plated 
Before marriage ... 1.1 mee 5.5 
At marriage 58.8 70.6 41.7 65.4 
After marriage 41.2 28.3 58.3 29.1 


Acquisition of hollowware before marriage, it will be 
noted, is of minor importance, and all of it was done 
within the two years immediately preceding the wedding, 
which would seem to indicate that hollowware doesn’t 
enter the picture till the young woman is definitely 
engaged. 

Acquisitions after marriage follow no discernible pat- 
tern, but are about equally divided through the years, 
the only noticeable peak occurring at the fifth anni- 
versary, approximately 25 per cent of all post-marriage 
acquisitions being made at that time. 

“Increased social activity” and “gifts” were over- 
whelmingly the predominant reasons for the acquisition 
of hollowware following marriage. 

Hollowware purchased by the owner for self-use is 
invariably bought irregularly—a piece or two at a time 
—every one of the self-purchasers answering this ques- 
tion in the same way. 

Hollowware, unlike flatware, is clearly regarded as 
a luxury, owned principally by the well-to-do, and ac- 
quired either as gifts or occasional purchases when the 
mcod and the budget incline to luxury spending. 





Ed. Note: This concludes a series of six articles pre- 
senting the results of a comprehensive survey of the 
consumer market for silver flatware and hollowware, 
both sterling and plated, including data on present own- 
ership, buying habits and selling possibilities for the 
jeweler. This study, which was based on a detailed 
check-up with 1047 families, was sponsored and financed 
by Tue Jewevers’ Circucar-Keystone. 
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THE ACANTHUS LEAF WITH ITS DELICATE 
TEXTURE AND JEWEL-LIKE CENTER BEADS 
ACTUALLY FLOWS, NATURE-LIKE, OVER 
THE TIP. THIS CRAFT FEATURE IS 
. EXCLUSIVE IN WALLACE 
3RD DIMENSION PATTERNS 











LIKE HAND- 
UNDERCUTTING 


THIS PATTERN IS ESPECIALLY DESIGNED 
FOR DISTINCTIVE ENGRAVING 









*A full-formed, Hand-Wrought quality * A character and jerfe tion 
of craftsmanship that cannot be duplicated for several times its cost. 
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Webb C. Ball Co. windows prove that sterling is not 
beyond the average person's means. Sterling thimbles, 
displayed with other small sterling objects in the win- 
dows, induce many shy customers to visit the store's 
silver department. 









Are They Afraid of “High Price?” 


T’S been shown, again and again, that the store of 

distinction can obtain desirable business by opening 
the doors to Mr. and Mrs. Casper Milquetoast—those 
people who are awestruck by the dignity and reputation 
of a smart jewelry salon. 

The timid Milquetoasts would like the impressive 
name of that establishment on their gift boxes, but they 
are hesitant. Somehow, the store appears exclusive; 
they feel inferior to the high class trade which it serves. 
Ofttimes their ideas of prices are greatly exaggerated. 
Nevertheless, they are potential customers, awaiting 
only an introduction to the store. 

The Webb C. Ball Co., 1114 Euclid Ave., Cleveland, 
found a way to get these people into the store without 
in any way altering its policy of handling only high- 
quality merchandise. The idea was that of Raymond A. 
Porter, manager of the silverware department. It came 
to him after observing the many people on the sidewalk 
who paused before the display windows and walked on; 
it likewise came to him upon hearing the whispered con- 
versation of many new patrons. Their words revealed 
surprise to find “anything they could afford to buy 
here,” and their pleasure at the richness of the store and 
the friendly attitude of the salespeople. 

If this evidence applied to the thousands of others 
who liked quality merchandise but who hesitated to enter, 
Mr. Porter reasoned, an excellent opportunity existed 
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for some applied psychology. Why not include some 
price displays of smaller merchandise in the window as 
an indication of how these people could enter as real 
customers for sterling silver? 

Taking the smallest item of the silverware department 

the thimble—he made the test by inserting a small 
display in the window with a conservative sized price 
card. Other merchandise of various kinds was shown, 
too. In fact, the thimbles were quite overshadowed until 
the sidewalk shoppers stopped and allowed their eyes to 
rove over the window contents. Then it was that they 
saw a price for real sterling and within their bracket— 
and they were moved to action. Small though the mer- 
chandise was, it suddenly brought the Webb C. Ball Co. 
within their realm of shopping places and they entered. 

According to Mr. Porter, the thimbles brought real 
action and he soon had to reorder to meet the demand. 
Several gross were sold in a few weeks, but that in it- 
self is not the important point. The main significance 
rests in the fact that most of these people were new to 
the store, representing plus-business for the future. Be- 
yond that, many of them proved to be immediate cus- 
tomers for much larger purchases than what they orig- 
inally intended to buy. 

Using thimbles as store introductory pieces was only 
a part of the merchandising plan. Surrounding the in- 

(Please turn to page 126) 
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Rembrandt 


COLONIAL DUTCH MODERN 





.. will never be a commonplace pat 
as it cannot be copied cheaply. 


REMBRANDT HAS 3RD DIMENSION 
BEAUTY ... THIS HAND-WROUGHT 
QUALITY DISTINGUISHES THE 


GREAT MASTER PATTERNS OF 
WALLACE STERLING 
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NOTE THE UNUSUAL GRACEFUL POISE THIS 
PATTERN HAS ON THE TABLE. MANY 
PATTERNS ARCH THE OTHER WAY 


The Mozart Pattern .. . Viennese Baroque Modern Period, 
has the same craft features as Rembrandt, but its richly 
carved, jewel-like surface adds the sparkle of grandeur. 









































OW prevalent is the use of outside representatives 
by retail jewelers? 

Has the method of getting business proved generally 
satisfactory, or do the difficulties outweigh the benefits? 

What do jewelers in general think of the plan, and 
what has been their experience with it? 

Retailers that have used this selling method have been 
for the most part those catering to the popular market— 
usually fairly sizable stores—and largely credit jewel- 
ers. Several hundred retailers in that category in big 
cities and small from coast to coast were queried as to 
what they had done in the direction of outside selling, 
and what the results had been. Complete replies were 
received from 353, an analysis of which reveals some 
points of decided interest. 

To begin with, the use of outside salesmen by jewelers 
is considerably less widespread than is frequently be- 
lieved. Although the investigation was confined solely 
to the type of stores most likely to employ this method 
of selling, no extremely small stores, and no “high hat’ 
establishments being included in the survey, less than 
one in five of the jewelers who replied uses outside repre- 
sentatives, and more than half of those that do use them, 
do so only now and then in connection with a seasonal 
drive or special promotion. 

Of the 353 stores from whom information was ob- 
tainecd—only 29 or 8.2 per cent—and ten of the 29 were 
the units in one chain—use outside salesmen on a year- 
round basis. Thirty-five others, or 9.9 per cent, employ 
them occasionally, making a grand total of 18.1 per cent 
who do home or office selling at any time. 

The remaining 81.9 per cent do no selling whatever 
of this nature. Many of those who answered in this way 
vigorously condemned the practice—most of them on the 
ground that they had tried it and found it highly unsat- 
isfactory. As one man expressed it, he “found it the 
worst headache a jeweler could have.” 
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“Shall I Use 


Outside Salesmen?’ 


A summary of the experiences and 
views of 3533 retail jewelers on sell- 


ing ““direet’’ to homes and offices 


In fact, even among the jewelers who are using out- 
side salesmen, were several who disapproved. A typical 
expression of the viewpoint of this group was one who 
said, “I consider this method improper and cheapening, 
but had to use it in self-defense against outsiders com- 
ing in.” Others remarked that they found it difficult to 
get good salespeople and to prevent high-pressure and 
misrepresentation. 

Remember that these are not the “Fifth Avenue” type 
of store, but average middle-class jewelers, and most of 
them credit stores. Their attitude therefore is not based 
on “snootiness’—they’re very practical merchants who 
make no pretense at an “exclusive’’ atmosphere. 

On the other hand, several of the stores who do out- 
side selling were enthusiastic about it, some of them 
reporting that they obtained as much as 20 to 50 per 
cent of their total volume through this channel. ‘These 
stores averaged five outside salesmen each, all working 
full time, the year round, as a permanent well-supervised 
organization. 

Therein seems to lie the clue to the sharp divergence 
of opinion and practice on the question of selling through 
outside representatives. As the proprietor of one of the 
stores who has had fine results from it remarked, “Out- 
side selling is a difficult and specialized form of doing 
business. It must be carefully and thoroughly organized 
and handled in order to be successful.” 

Outside selling is not a thing to be undertaken cas- 
ually or lightly. The jeweler who simply hires a man 
or two and turns him loose with a sample case is only 
asking for trouble and probably will get more of that 
than anything else. 

Outside selling offers distinctly worthwhile possibili- 
ties for additional business that otherwise might never 
be obtained, but it takes constant and watchful planning, 
supervision and management. The jeweler who is un 


willing or unable to give it that, had better let it alone. 
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16th CENTURY MOTIF 


_.. “the most Glorious Pattern of all time” 


BOLD SCULPTURAL RELIEF 


SKILFUL SILVER SCULPTURE 
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Books Reviewed 


Watches: Adjustment and Repair. By F. J. Camm. Chemical Pub- 
lishing Co., Inc., New York. 166 p., 151 ill. $2.50. 


HE author of this new book, F. J. Camm, is the 

editor of several English periodicals of popular 
rather than professional appeal: “Practical Mechanics,” 
“Practical Engineering,” and “Practical Wireless,” and 
is the writer of numerous books in various technical fields, 
some of them more comprehensive and thorough on their 
subjects than is this one on watches; its title takes in 
more than any book of its size could possibly discuss 
thoroughly in its text. 

But while the book is too sketchy to be regarded as a 
practical treatise on repairing and adjusting watches, a 
careful examination of its contents reveals that the 
statements in it are in general accurate; and it has a 
great deal of merit if taken as a bird’s eye view or out- 
line sketch of its subject, rather than anything like a 
manual of practical instruction. Indeed, there is in the 
book an astonishingly wide range of information; the 
selection of the material is evidence of the writer’s com- 
petent knowledge; and his style is concise and readable. 

Chapters that stand out as of original value are those 
titled: “The N. P. L. Watch Tests,” and “British Hall- 
Marks.” The tests explained are those given at the 
British National Physical Laboratory, for which the 
world-famous ‘Kew’ certificates are awarded for ac- 
curacy of performance of timepieces. Mr. Camm’s 
chapter on British hall-marks explains a method of read- 
ing dates from these marks without referring to tables. 


Jewelry & Enameling. By Greta Pack. 1941, D. Van Nostrand Co., 
New York. xii, 377 p. $2.50. 


DDITIONS to the literature of jewelry-making 

have been few during the last ten years, especially 

in comparison to the large number of recent works about 

gems and jewelry. The author of “Jewelry & Enamel- 

ing” is an instructor in Case Technical High School, of 
Detroit, Mich. 

While Miss Pack calls her book a work manual “tor 
instructors and pupils interested in the art and technic 
of jewelry making,” her work procedures may also be of 
distinct help to professional jewelry repairers. Even for 
retail jewelers who spend no time themselves at the 
bench, the descriptions of the various working, construc- 
tion, casting, finishing and decorative processes will be 
interesting and informative. Of course, many of the proc- 
esses actually used in large-scale jewelry manufactur- 
ing necessarily differ from the hand-craft technic which 
is the basis of “Jewelry & Enameling,’ but nevertheless 
Miss Pack’s volume is timely and should find a respon- 
sive readership. 


The Federal Labor Laws. Russell L. Greenman and Leslie L. Sanders. 
a National Foremen’s Institute, Deep River, Conn. 72 p. 
-50. 


66 HE Federal Labor Laws” interprets in simple 

language those portions of the National Labor Re- 
lations Act of 1935, the Fair Labor Standards Act of 
1938, and the Walsh-Healey Act which are of direct in- 
terest to supervisors and department heads of busi- 
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nesses engaging in inter-state commerce or producing 
goods for inter-state commerce. The first two of these 
labor laws are also known as the Wagner Act and as 
the Wages and Hours Act. 

The authors counsel the supervisor or department head 
against running the risk of getting his company into 
serious difficulties with one or another of these laws, for 
the penalties involved for violations are entirely too 
expensive. 

Silver in Industry. Compiled and edited by Lawrence Addicks. New 


York, Reinhold Publishing Corp. 636 p., 155 figures and diagrams, 
$10. 


MONUMENTAL and scholarly volume covering 

every conceivable use of silver from jewelry to 
fungicides, backed by an imposing array of tables, 
formulas, diagrams and statistics. It comprises the work 
of 28 writers, each an authority on some specific silver 
use, the whole thing being correlated and edited into a 
well-knit treatise supplemented by an extensive bib- 
liography. 

Obviously, much of the book has little bearing upon 
the jewelry industry, but the sections on silver alloys, 
the properties of silver, and electroplating, are of direct 
importance to the jewelry and silverware field. 


Fluorescent Light and Its Applications. By H. C. Dake and Jack De 
Ment. 1941, Chemical Publishing Co., Brooklyn. 256 p. $3. 


MORE accurate title for this book, but perhaps a 

less familiar name, would be “Luminescence.” The 
authors summarize the theory of light dealing particu- 
larly with ultra-violet light—the activator of most lumi- 
nescence. The background of the research in this field 
is touched upon, leading up to the development of vir- 
tually all of the methods of obtaining ultra-violet light 
for its many uses. 

There is a chapter on fluorescent minerals and another 
on fluorescent gems. Although there is, at present, but 
a questionable value in fluorescence for gem identification 
purposes, it certainly has a spectacular angle for the 
jeweler as well as his customer. This book should prove 
of extreme help to the gemologist or jeweler who is in- 
terested in delving into the phenomenon of luminescence 
in gems and it should be invaluable to one intending to 
create a fluorescent window display or a cabinet for the 
observation of these minerals and gems. A jeweler in- 
terested in the unusual for window display can find much 
food for thought in the section on theatrical display 
through the use of fluorescent paint and material. 

A precautionary word, however—if one is interested 
in fluorescence strictly as an illuminator through use of 
the familiar fluorescent lighting tube, this book only 
very lightly touches this topic. If your problem at the 
moment is whether or not to use the fluorescent light 
tube in a modernization of your store or shop, this book 
will not answer your questions. 

There are paragraphs on the use of fluorescence in 
chemistry, bacteriology, criminology, mining, medicine, 
biology, pharmaceuticals and microscopy.—A.W.M. 
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© Box for vitamins or aspirin, introduced by H. M. 
Schrager & Co., Inc., 303 Fifth Ave., New York. Comes round 
or square, black or white, with cloisonne decoration in 
a variety of patterns and snap-catch to spare fingernails. $l. 





® Sand actually runs between the parts of this 
Belmar "hour glass" watch, offered by Louis Sickles, 
1015 Chestnut St., Philadelphia, and 22 W. 48th St., 
N. Y.C. Pink g. f., 7 jewels, $18.75; 17 jewels, $21. 





@ The frame of this black antelope top-handle 





handbag, designed by Evans Case Co., 366 @ Th; 

Fifth ae New York, to harmonize with the nc Mors _ 
fall trend in fashions, is green and pink gold- Suleve “Gadiess of 
plate woven wire. clasped with a petal-shape Time" family. 17 j 
goldplate lock. Baq is fitted with matching yellow goldplate 
gold wire compact, lipstick and comb. $35. case, black silk cord 





bracelet. $29.75. 





® The Lokfast ratchet buckle, by Kestenman Bros. 
Mfg. Co., Providence, features the new "'slide-lok" 
for women's watch bracelets. To open, press side 
knob, pull thumb and lift: to lock, fold buckle, then 
push slide forward as shown in these two views. 





@ Piercing, unusual in 
silver plate, and other 
hand-wrought = charac- 
teristics suggestive of 
exclusive sterling de- 
signs distinguish 
"Eternally Yours," made 
by 1847 Rogers Bros. 


© For those who reach for a saccharin pill 
instead of other sweetening, Clifford A. 
Miller & Co., Inc., 64 W. 48th St., New 
York, has created this 14 k saccharin con- 
tainer. $30, A larger size is also available. 
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They’re New! 








© Enlarged to show de- 
tail, this is from the new 
Walter Lampl series of 
bracelet charms, one 
for each month. Each 
has the simulated birth- 





© The Ingersoll-Waterbury “Clipper”, in stone and the enameled 
square chromium-finish case, has the new flower of the month. 
sweep-second feature and luminous dial and Made of cloisonne en- 
hands. Boxed with transparent cover, $4.95. amel on sterling. $1. 








® This attention-com- 
manding, transparent 
featherweight pocket 
watch is a new offer- 
ing of the Marvin 
Watch Co., 580 Fifth 
Ave., New York. The 
17-jewel movement is 
chromium cased. $32. 





© Untermeyer, Robbins’ "American Beauty" 
ring line now contains a series made of 14 
K yellow gold, set with one or more azure 
zircons, sometimes also with cultured pearls. 











© "Debu-Pac," Prince Gardner's combination billfold, 
change purse, card holder and key case, comes in 
6 color combinations and all popular-type leathers. 


®@® One of the 
timely "V for 
Victory" pins 
created by Kaye 
Jordan Co., 
Providence. This 
combines the 
American eagle 
and the first bars 
o ¢ Beethoven's 
Vth Symphony 
with the "vlitz- 
krieg" letter V. $1. 


















® Swank's new "DisCalendar™ knife has walde- 
mar chain, six-year calendar, "Aristo-gram" per- 
sonalized initials and two-blade knife. $3.50. 
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se tlemsa give you Me 
"GREEN LIGHT" prfall 


Very often, the jeweler who has wong 
reputation for value giving is offering out. | 
standing Manchester Sterling. He has f 
shopped the market—compared design— 
craftsmanship—and quality, point by point 
—and has found to his profit and satisfac. 
tion that Manchester Sterling is the buy, 
Here are some of the typical values from 
the latest Catalog and Supplement. Man. 
chester hollowware is complementary to fa. 
mous Manchester flatware—the line that 
offers the most sterling silver for the lowest 
possible price. See the impressive Man- 
chester showing at Chicago—ask for a 
Manchester representative to call — the 
Manchester proposition spells p-r-o-f-i-t-s, 








No. 1049 Sterling Silver After Dinner Coffee Set. 
Coffee Pot 9%” high, Creamer 4%” high, Sugar 
3%” = hish. Sugar and Creamer Gold Lined. 
BD kcvecdedenseenchoedanceeesaeeenenese $37.10 

Illustration one-quarter size 


No. 1050 Sterling Silver Sugar and Creamer. Gold 
Lined. Creamer 4%” high, Sugar 3%” high. 
| Se errr Perr ee $10.05 


New 


WELDED HANDLE 


Manchester craftsmen 
have perfected a supe- 
tior electro - welded 
process of attaching 
handles to blades so 
that they are perma- 
nently united. This is 
one of the plus values 
in Manchester Sterling. 














e eet sv . 
SOME OF THE 23 FAmous MANCHESTER 
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(7\__| SHOULD 











KNOW 
| ABOUT 
[eR M A N c H E S TE R ‘S$ 


he lo 
eum List Price...... a 7.50 
Illustrations one-third Illustrations one- ane size 


COMPLETE 
SELLING 
OPPORTUNITIES 










MANCHESTER 
Sterling 


WILL BE DISPLAYED AT 


CHICAGO 
HOTEL SHERMAN 
BOOTH NOS. 122-3-4 











‘ATERLING PATTERNS 


nal Leonore Valenciennes Duke of Windsor Gadroonette 





MANCHESTER SILVER COMPANY  ahooe iscano 
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HERES ANOTHER 7 t! 
| ia 


SILVER PLATED 
| CANDLESTICKS 


Convertible into Hurricane Lamps 






























1168HG — Hurricane 2-Light Candelabra. 
With Cranberry Red Globes Illustrated— 
Height overall 17”—$40.40 pr. (Keystone) 


OW, to an al- 
ready long list of fast-moving protit-makers, Ben- 
edict adds another triumph! Combination hurri- 
cane lamps and candlesticks like these have 
hitherto been available only at high-priced “cus- 
tom-made” levels. Now Benedict brings them to 
you for the first time in a moderate price range! 


Send your order now for the items shown in 
this advertisement. Illustrations and descriptions 
of our complete line of convertible hurricane 
lamps will be mailed on request. Cash in on these 
proved selling-items in this mew price field! Due 
to imminent shortages of metals, the supply of 
lamp-combinations is limited, so act now! Send 
your order today! 





1166HG—Hurricane Candlesticks 
with Cranberry Red Globes II- 
lustrated. Height 15'2”—$17.00 
pr. (Keystone) 


BENEDICT mec. co. 


East Syracuse, N. Y. 


aE in me a een 
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1169—3-Light Candelabra. Height 13”— 
$22.00 pr. (Keystone) 








THE "TABLE-FURNISHINGS PLAN" 


(From page 100) 


in stock. The customer is seated in a comfortable up- 
holstered chair and looks through the glass at the pat- 
terns. As soon as she indicates an interest in one of the 
patterns the salesperson pulls a drawer from the side of 
the counter which contains complete sets of all the popu- 
lar patterns, although some of the patterns which are 
slow-movers have a few pieces missing. Each drawer 
has space for two patterns. The two counters are in the 
middle of the department but are backed by large glass 
cabinet fixtures so that there are no distractions in front 
of the customer. Ideally, says A. J. Pauly, home fur- 
nishings merchandise manager at Rike-Kumler, sales- 
people would wear white gloves when handling the 
tableware and would present it on white linen. How- 
ever, this little touch isn’t practical in a department 
store. ; 

Prominent in the silverware department and lending 
a quality tone, although not a big volume producer, is 
the Bond Street Shop, featuring quality silverware and 
Sheffield plate. This department, too, has an open type 
display but the fixtures are painted blue to distinguish it 
from the parts featuring domestic lines. Blonde wood is 
used for the fixtures and tables displaying the domestic 
lines. 

Quiet surroundings and a subdued tempo aren't ex- 
pected to do all the work and the silverware department 
is backed by continuous promotional effort that wins 
year-round results. 

Windows are devoted to silverware at regular in- 
tervals; it receives a boost on Rike’s radio program oc- 
casionally; and direct mail and newspaper advertising 
actively promote the merchandise. Particular attention 
is paid in connection with the big May event and June 
bridal sales. The Bridal Secretary, located with the 
seventh floor offices, lists silverware selections of brides- 
to-be and advises friends and relatives of duplications. 
She contacts all Dayton girls who announce their en- 
gagement and makes it a point to include the silverware 
department in the trip through the store on which the 
engaged girl is invited. The store also displays silver- 
ware in the domestics department on the fifth floor and 
in connection with a table setting located near the 
restaurant. 

Table displays in the department tie-in the silverware 
with the art objects and the china and glassware. One 
table is always devoted to a seasonal display and in 
summer, for instance, features a bright and cheerful ar- 
rangement for hot weather tables. The series of tables 
extends from the art objects through the silverware de- 
partment to the china and glassware, thus providing 2 
sweep of the three departments. 

To draw traffic to the floor in general, ensemble pro- 
motions are offered frequently. While low-price silver- 
ware is used many people come to the floor for the spe- 
cial offer, and as a result considerable notice is drawn 
to the silverware department. The ensembles also in- 
clude china and glassware and are offered on a time pay- 
ment basis, although many of the sales are for cash. 
The important point in these is that they be varied fre- 
quently, as otherwise women will be finding their pur- 
chases on the tables of too many friends. 
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ink, DESIGN AUTHORITY ¢ 


ADDS TRUE CHARACTER TO QUALITY 


in Quaker (heations 


SSI) 

















This trade mark 
characterizes every piece of Quaker 
Sterling 





HURRICANE VIKING VASE 
1e favorite table 4 
S50 't retailing from pe ee peg yn 
— tifs, retailing from 
$10.00 to $50.09. 





MA 
PATENTED 





VIKING. The design for this new family of QUAKER 
Sterling springs from an early era of hardy, indepen- 
dent people—strikingly reflected in the strong grace- 
ful sweep and simple decoration of this vase. 


happy solution to modern home decoration, because 


the lines of the "Viking" pattern blend with an infinite 
variety of motifs, modern, colonial or period. 


Suggest "Viking" to your trade. 


HURRICANE, VENETIAN and VICTORIAN SHAK- 
ERS. Still the favorite table pieces. The proof of this 
statement lies in the fact that more and more people 


are re-purchasing additional Hurricane sets every 
month. 


QUAKER presents "Viking" to the trade as the 


nal » 


v.*, 








5 Sak hal i s 





The novelty—the practicability are outstanding fea- PAUL REVERE NS 
a oe tures. But the determining factor of Quaker Salt and page ye ene 
arranged. Details on request. Pepper Shaker sales is the beauty of this fully patented modeled after the famous | 
e Apostle Spoons, retailing for 
article. $1.00 each. 
THE QUAKER SILVER CO. inc. 
eee NORTH ATTLEBORO, MASS. 
362 Fifth Avenue 


LOS ANGELES, Calif. 
THE GLEAM OF CRYSTAL 


THE CHARM OF STERLING 220 West Fifth Si. 
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A—"Hour Glass" Watch 
B—"Ultra Thin" Watch ............... $25.00 
C—Sport Watch 


Prices are Suggested Retail 


BELMAR WATCHES 


By 


LOUIS SICKLES 


1015 CHESTNUT STREET PHILADELPHIA 
22 WEST 48TH STREET NEW YORK 


Address all Inquiries te Philadelphia office 
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ARE THEY AFRAID OF HIGH PRICE? 
(From page 108) 
side thimble stock with small sterling items of all kinds 
was likewise important. Customers who entered to buy 
a thimble were directed to a display case in the silver 
section at the rear of the store. In that case were many 
things including candlesticks, bracelets, beverage cups, 
desk pieces, flatware, etc., while in the wall cases be- 
yond there reposed another varied array. 

As the thimble patrons stood there, making their 
selection and awaiting the sales slip, their eyes quite 
naturally fell on other things. Sales records subse- 
quently showed that many of these apparent first-time 
customers were strong ones. 

Similar small-item stimulants will be continued to 
expand Ball’s customer list. Since this represents a 
plus turnover, over and above the regular volume from 
established clients, it is highly important—and many of 
today’s new customers will be heavy buyers tomorrow, 





SWISS WATCH IMPORTS ARE EASIER 


WO problems of the first magnitude brought grave 

concern during recent weeks to watch importers, 
as well as to American manufacturers of watch cases, 
watch bracelets and straps, whose products are combined 
in this country with imported Swiss movements. But, 
at month’s end, both knots appeared cut, and the export 
of Swiss movements to the U. S.—halted since the middle 
of June—was expected to resume on the large scale of 
recent months. 

The President’s executive order, freezing most Euro- 
pean nation’s funds in this country, for a time compli- 
cated financial transactions with Switzerland. Then, just 
when the importation of Swiss watch movements was 
straightening out at this end, Germany clamped down 
tight on the transit of Swiss movements through Axis- 
controlled territory. No watch movements were exported 
to the United States from Axis-surrounded Switzerland 
between the middle of June and the last part of July. 

Chronologically, the first trouble came on June 14 
when the President’s executive order, freezing the assets 
in the United States of Germany, Italy and all invaded 
or occupied European countries, affected Switzerland 
and five other nations as well. Switzerland, apparently, 
was included in the freezing order only to prevent 
transactions with, or for, the Axis powers, because on 
June 20 the Treasury issued general licenses releasing 
both Switzerland and Sweden and their nationals in this 
country from the President’s order. 

The Swiss general license authorizes transactions by 
the Swiss government or the Central Bank of Switzer- 
land for the account of Swiss individuals or companies, 
providing that no other blocked country or individual or 
company of another blocked country is interested in the 
transaction. 

Applications for payments by Americans to Swiss 
firms exporting watches are now being handled and 
approved on an individual basis, Treasury officials said. 
Few if any such applications have been refused. 

Companies seeking clarification of the status of pay- 
ments of cash to Swiss firms may consult the nearest Fed- 
eral Reserve Bank or the bank in which they ordinarily 
transact business, where application blanks, identified as 
TFE-1, can be obtained. 
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It is understood, in Washington, that payments to 
Swiss firms may subsequently be brought within the 
blanket provisions of the general license arrangement, 
thereby dispensing with the individual treatment fol- 
lowed at present. Negotiations to that end are currently 
under study by Treasury officials, but they raise this 
question: Whether payments from the United States to 
Swiss concerns whose ownership is vested wholly or in 
part in German hands may be prohibited, for the general 
license contains the proviso that transactions are author- 
ized only if “no other blocked country or national thereof 
is interested in such transaction.” 

The foregoing was only part of the international com- 
plication to Swiss-U. S. watch trade, for on June 30 a 
commercial agreement between Switzerland and Ger- 
many was due to expire, and Germany began to put the 
heat on her little Axis-locked neighbor. On June 18 
the following developments were reported: 

(1) The Swiss government refused henceforth to per- 
mit the shipment of merchandise out of the country by 
first-class mail. (First-class mail had been exempt from 
the German transit permits, and chronographs, stop 
watches and other specialties had been so shipped.) Swiss 
postoffices stayed open till 11 o'clock the night of June 
18 to accept last-minute first-class shipments. 

(2) Germany suspended the issuance of Geleitscheine 
(transit permits) for the export of watch movements, 
watch parts and other Swiss merchandise. Completed, 
cased watches could be shipped as before. 

These transit permits had been required by the Ger- 
man authorities since Oct. 1, 1940, as a counter-measure 
to the British blockade and were extended on Oct. 9, 
1940, to cover shipments through France. Italy also 
issued transit permits, covering shipments through Italy. 

It was not until July 19 that an Associated Press dis- 
patch from Berne, Switzerland, announced a new com- 
mercial agreement concluded that day between Germany 
and Switzerland. Most important benefit to the Swiss 
was the exemption of certain goods, including watch 
movements, from requirements of German permits for 
export, which apparently could now be sent by air mail, 
parcel post or freight (but not by first class mail), with- 
out a transit permit. ‘Specialty watches” — timers, 
chronographs, etc.,—will still need German permits. 

The Associated Press said, however, that some observ- 
ers in Berne thought that the practical benefits would 
depend somewhat upon how the agreement is adminis- 
tered, for the administrative regulations had not been 
issued on July 19. 

Swiss watch movements and materials continued last 
month to clear U. S. customs at the high tide of recent 
months—a half million movements or more per month. 
The effects of the German four-and-a-half week “block- 
ade” wouldn’t be felt by American importers for some 
time, since five or six weeks ordinarily separate shipment 
and delivery. 

Disconnected with the foregoing was a decree by the 
Swiss government, raising the selling price of movements 
and complete watches by 7 per cent and of parts by 15 
per cent. The increase was effective for new orders after 
June 10, but orders placed prior to June 10 would be 
filled at former prices up to Aug. 31. This was the sec- 
ond increase decreed by the Swiss government during 
the last 12 months. 
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Initial Patent No. 127721 


Pink and Green Gold Bracelet brilliant in 
lovely shining 14 Kt. Gold facets. 


St. Christopher Money Clip in 14 Kt. Gold 
to forever bring good luck to all in their 


daily travels. 


Streamlined Initialed 14 Kt. Gold Cravat 
Holder styled individually. 


Monogram Keys fashioned with Initials of 


14 Kt. Gold. 


GOLD BROS. 


Makers of 
Gold and Platinum Jewelry 


7 West 45th Street New York 
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JEWELER STAGES BRIDAL GOWN SHOW silver. A dozen large natural palms were arranged in a 


BETWEEN MOVIES semi-circle for added decoration. 
LERT, promotion-minded retail jewelers can convert “It was surprising the number of people who stopped 
manufacturers’ national publicity into a bang-up and requested further information about the gowns and 


local asset for their own stores. 

Example—the Bridal Style Show staged recently by 
Barr’s jewelry store in Upper Darby, Pa. William E. 
Leach, manager, got his inspiration from window 
display cards used by Oneida Community to tie in 
Oneida silver patterns with gowns created by Hattie 
Carnegie, Orry-Kelly of Hollywood, Sally Milgrim and 
Vogue magazine and featured in full-color advertise- 
ments in the principal consumer magazines, along with 
the Community flatware patterns that inspired their de- 
signs. Through Charles Noyes, Community Plate sales- 
man who handles that part of the Philadelphia territory, 
Leach procured the original gowns from the West Coast. 

Tour professional models were engaged by Barr’s to 
show the dresses on the stage of the Warner Bros. 
theater between showings of the feature motion picture. J : 
Acting as M.C., Leach announced that through the eens Sa eae gen ig 8 those gowns, that silver, 
courtesy of Barr’s Jewelers, located directly opposite 
the theater, “we are about to present four beautiful brides 
portraying the wedding gowns designed by four of the 
world’s foremost designers, inspired by the beautiful pat- 
terns of Oneida Community silver.” As each model 
appeared, Leach described the gown and the related 
silver pattern, and finally stated that the young ladies 
would be stationed in the foyer of the theater to give out 
pictures of the gowns and descriptions of the silver. 

In the foyer, the models stood beside four chests of the appear at this theater for two nights. 





silver,” Leach commented. “Hundreds of folders im- 
printed with our name and address were given to inter- 
ested men and women.” 

To promote the show, Leach got the local newspapers 
to run advance stories two days before. At the theater 
entrance he had a full-size 60 by 40 sheet announcement, 
in a large frame, telling the public that the brides would 








A.N.R.J.A.—~N.A.CJ. 


Visitors to Chicago during the A.N.R.J.A.-N.A.C.J. 
convention August 24th-28th will find a cordial wel- 
come at our office and display rooms at 10 South 
Wabash Avenue. After your visit here you will under- 
stand why Benj. Allen & Co. have successfully served 
every department of jewelry stores throughout the 
country for more than 70 years. 


Jewelers who do not visit Chicago this summer will 
find a complete assortment of merchandise for every 
branch of their business illustrated and described in 
our big 1941 catalogue. Use it for your Fall and Holi- 
day purchases. 


Allen Service Has Profited Thousands ... It Will Profit You 


BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. 
10 SO. WABASH AVE. CHICAGO, ILL. 
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COME TO CHICAGO, AUG. 24 
(From page 58) 


By agreement between the two associations, A.N.R. 
J.A. will hold its meetings each morning, and N.A.C.J. 
each afternoon, so that no one need miss any part of the 
program of either. All jewelers, whether cash or credit, 
and whether members of either association, or both, or 
none, are cordially invited to attend all meetings of 
either group in which they may be interested, the only 
exception being the one business session of each body 
for the election of officers and the transaction of other 
strictly association business in which naturally only 
members will have a voice and a vote. 

The big week gets under way with the first registra- 
tions of members, guests and exhibitors, and the formal 
opening of the merchandise exhibit at 9 o’clock on Sun- 
day morning, Aug. 24. At 10 p.m. the N.A.C.J. will 
hold its annual frolic in the College Inn of the Hotel 
Sherman. Members of both associations, guests and 
exhibitors will be cordially welcome at this get-together 
party which is one of the good time high spots of the 
week. Benny Goodman’s Orchestra and an all-star show 
will provide entertainment. 

A.N.R.J.A. will be hosts at a buffet supper on Mon- 
day evening at 10:30, and as in the case of N.A.C.J.’s 
Sunday evening party, everyone attending the conven- 
tion is invited. 

Formal convention sessions begin Monday with the 
first A.N.R.J.A. meeting being called to order by Presi- 
dent Henry W. von Unruh at 10 a.m. The complete 
program of the week’s activities follows. 


Sunday, Aug. 24 

9:00 A. M.—Exhibits open. 

9:00 A. M.-9:00 P. M.—Registration of members of N.A.CJ., 
A.N.R.J.A., exhibitors and guests. Registration and 
badge (no charge) will be required to attend meet- 
ing or enter exhibition hall. 

. M.—Exhibits close. 

.M.—N.A.C.J. annual frolic—College Inn, Hotel Sherman. 
music and entertainment by Benny Goodman and 
his orchestra. Floor show. 


Monday, Aug. 25 
9:00 A. M.—Exhibits open. 
10:00 A. M.—A.N.R.J.A. meeting. Louis XVI room. Chairman, R. J. 
Slagle, Southwestern regional vice-president. 

"The Social Side of Association Meetings—Its Im+ 
portance and How to Develop It," Alfred Morrell, 
New York, president, New York State R.J.A. 

"The Ideal State Convention," Paul E. Morrison, Kala- 
mazoo, Mich., president, Michigan R.J.A. 

"Keeping Your Membership Informed About Associa- 
tion Activities," Henry T. Mortensen, Chicago, sec- 
retary, Illinois R.J.A. 

"Educational Programs for the Membership," H. Bruce 
McCague, Cleveland, Ohio, president, Ohio R.J.A. 

"The Necessity of Co-Relating Activities of State Asso- 
ciations Through A.N.R.J.A.,"" Hoyt T. Purvis, Jones- 
boro, Ark., president, Arkansas R.J.A. 

"Post Exchange Stores, a Serious Menace," Armand 
Jessop, San Diego, Calif., vice-president, Pacific 
Region, A.N.R.J.A. 

“Importance of Strong Local Associations,” Phineas 
Peters, Brooklyn, vice-president, New York State 
R.J.A. 

"The Jewelers Association, What It Does for Me, What 
| Owe to It," Grant Dudgeon, Ames, lowa, president, 
lowa RJA, 

"Regional or District Clubs and Meetings, How They 
Strengthen the State and National Associations," 
Samuel Dalin, West Allis, Wis., president, Wiscon- 
sin RJA. 

How to Make Your Repairing Department Not Only 
Profitable, but Also, Means of Building Customer's 
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ell he there— 
and glad to see you 
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IN THE HEART OF THE 
COMBINED SHOWS 


N.A.C.J.—A.N.R.J.A. 
AUG. 24-28 


Harold Eberle 
Bill Hill 

Leon Kidwell 

Al. Long 

E. J. MacDonald 
C. O. Massie 
Jerry Nay 





Leon Rondenet 





AMERICA'S LEADING WHOLESALER 


29 E. MADISON ST. 








EST. CHICAGO EST. 
1887 BRANCHES 1887 
DETROIT DENVER TAMPA 




















“BUY FROM BECKEN — AND GET THE BEST" 
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RARE JEWEL 


Jewelers everywhere know The Waldorf as an ideal 














setting for their New York activities. Often, we have the 
pleasure of entertaining members of the American 
National Retail Jewelers Association and the National 
Credit Jewelers Association. On this occasion of their 
joint convention in Chicago we wish both associations 


success and prosperity. 





THE 


WALDORE-ASTORIA 


PARK AVENUE © 49TH TO 50TH + NEW YORK 
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Good Will," H. C. Kirkberg, Fort Dodge, lowa. 

"Unethical Features of Trade-In Allowances, Can 
They Be Eliminated?" Irving Chayken, Hammond, 
Ind., immediate past president, Indiana R.J.A. 

"Recognizing Responsibility to the Representative Or- 
ganization of the Trade Which Affords My Living," 
Mrs. Addie Fisk Goodell, Epping, N. H., secretary, 
New Hampshire R.J.A. 

"Engraving, How Can This Best Be Handled?" 
Maurice Adelsheim, Minneapolis, Minn., president, 
Minnesota R.J.A. 

“How to Secure the School Ring Business in Your 
City," Carl E. Lindquist, Rockford, Ill., president, 
Illinois R.J.A. 

"Appraisals—If Desirable or Necessary—How Best 
Handled?" Percy K. Loud, Wright, Kay & Co., De- 
troit. 

How to Combat the Giving of Discounts to Group 
Purchasers, or to Certain Types of Customers, Such 
as Ministers, Doctors, Nurses, Teachers, etc.," Wil- 
liam Joseph, Des Moines, lowa, secretary lowa RJA. 

1:00 P. M.—Adjournment. 

2:00 P. M—N.A.C.J. session—Bal Tabarin Room—Chairman, Ralph 
Roessler, president, N.A.C.J. 

President's Address of Welcome. 

Address by nationally known speaker. (Speaker and 
topic to be announced later.) 

Executive session for N.A.C.J. members only, to discuss 
amendments to and changes in constitution and by- 
laws. 

6:00 P. M.—Exhibits close. 

8:00 P. M.—General meeting. Subject: Taxation, with special refer- 
ence to the jewelry trade. Chairman, Henry W. 
Von Unruh, president, A.N.R.J.A. 

The entire evening will be given over to a consideration 
and discussion of this most important subject. All 
manufacturers, importers, wholesalers and retailers 
are especially invited to attend and to participate. 
Speakers: G. H. Niemeyer, president, Handy & Har- 
man, New York, chairman, Jewelers’ Vigilance Com- 
mittee and Jewelers’ Tax Committee; Wilson A. 
Streeter, president, Bailey, Banks & Biddle Co., Phila- 


delphia, chairman, A.N.R.J.A. retail jewelers’ tax 
committee. 
10:30 P. M—Buffet supper, auspices of A.N.R.J.A. 


Tuesday, Aug. 26 


8:00 A. M—A.N.R.J.A. Breakfast Conference. Subject—''Trade Di- 
version. Chairman, Armand Jessop, San Diego, 
Calif., vice-president, Pacific Region, A.N.R.J.A. 
Speakers: J. C. Amis, secretary, Chicago Retail 
Hardware Assn.; Paul £. Morrison, Kalamazoo, 
Mich., president, Michigan R.J.A. 

9:00 A. M.—Exhibits open. 

10:00 A. M—A.N.R.J.A. meeting, Louis XVI room. Subject—''De- 

fense, Our Responsikility in This Emergency," chair- 

man, Henry W. von Unruh, president, A.N.R.J.A. 

10:00 A. M.—Call to order and convention address by the president. 

10:30 A. M—Clem D. Johnston, vice-president, United States Cham- 
ber of Commerce, Roanoke, Va., “The Challenge of 
World Leadership to American Business." 

11:00 A. M.—Elmo Roper, New York, economist and marketing ex- 
pert, ‘Public Opinion in This Crisis.” 

11:30 A.M—Dr. Melchior Palyi, Chicago, internationally famous 
economist, financier, etc., “After Russia—What?" 

12:00 noon—Arman Friedman, ‘American Weekly," Chicago, “My 
America." 

12:30 P. M—Distribution of preliminary reports of nominating com- 

mittee, resolutions committee, credentials committee. 

1:00 P. M—Adjournment. 

2:15 P.M—N.A.C.J. meeting, Bal Tabarin room. Chairman, 

Ralph Roessler, president, N.A.C.J. Address by 

nationally known speaker. (Speaker and topic to 

be announced later.) 

9:00 P. M.—Exhibits close. 


Wednesday, Aug. 27 


8:00 A. M.—A.N.R.J.A. breakfast conference. Subject, ‘Public- 
ity." Chairman, Kenneth |. Van Cott, general man- 
ager, Marcus & Co., New York, chairman, Jewelry 
Industry Publicity Board. Speakers: June Hamilton 
Rhodes, publicity counsel, and William D. McNeil, 
executive secretary, on the general subject of ‘Pub- 








FEATURES: 

Non magnetic 
Dustproof 
Shock protected 


Seventeen jewels 


Full size movement 


ERNA 











THIN AS A DOLLAR! 


Twelve different styles in stainless steel or 14 Karat 


solid gold, with or without sweep second; pink— 


black or silver dials with the well-known ETERNA 


WATCH COMPANY OF AMERICA, Inc. 
580 FIFTH AVENUE, NEW YORK + BRyant 9-8660 
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licity." Fred J. Cooper, Philadelphia, "Get; 
Publicity for YOUR Store." etting 


9:00 A. M.—Exhibits open. 

10:00 A. M.—A.N.R.J.A. convention session, Louis XVI room. 
10:00 A. M.—Call to order by President von Unruh. Announcements 
10:15 A.M. to 11:45 A. M.—"'Legal Aspects of Credit Selling," 


Chairman, Charles J. Michaels, Hartford, Conn 
vice-president, Northeastern Region, A.N.RJA. 

Mrs. Helen L. Buttenwisser, Legal Aid Society, New 
York, ‘Legislation and Installment Business." 

Harold F. Birnbaum, Commercial Investment Trust, New 
York, "Contracts, Chattel Mortgages, Conditional 
Sales Contracts, Repossessions, Redemptions, De- 
ficiency Judgments." 

William Wagner, Associated Credit Jewelers of New 
York and New Jersey, New York, "Wage Assign- 
ments, Garnishments, Confession of Judgment 
Guarantor and Continuing Guarantees." 

11:45 A. M. to 1:00 P. M.—Style Clinic, President von Unruh, presid- 
ing, under direction of June Hamilton Rhodes, pub 
licity counsel, Jewelry Industry Publicity Board. 

2:00 P. M—N.A.C.J. convention session, Bal Tabarin room. Chair. 
man, Ralph Roessler, president, N.A.C.J. 

Round table discussions and business clinic on adver- 
tising, merchandising, credit and collection prob- 
lems of the retail jeweler. 

5.00 P. M.—Exhibits close. 

7:30 P. M.—Reception and convention banquet of A.N.R.J.A. and 
N.A.C.J., Palmer House. 


Thursday, Aug. 28 


8:00 A.M.—A.N.R.J.A. breakfast conference Subject, "“Gemol- 
ogy. Chairman, Clifford |. Josephson, Jr., Moline, 
Ill., vice-president, Central Region, A.N.RJ.A., and 
vice-chairman, international committee, American 
Gem Society. Speakers: Robert M. Shipley, presi- 
dent, American Gem Society, and Nolte C. Ament, 
Geiger & Ament, Louisville, Ky., president, Kentucky 
R.J.A. 


9:00 A. M.—Exhibits open, final day of exhibition. 

10:00 A. M—A.N.R.J.A. convention session, Louis XVI room. 

10:00 A. M.—Call to order by President von Unruh. Announcements. 
10:15 A. M.—Introduction of chairman of session, Alvin Magnon, 


Tampa, Fla., vice-president, Southeastern Region, 
A.N.R.J.A. Subjects under discussion: "Fair Trade 
Laws," etc. 

10:30 A. Mi—Jos. T. Meek, executive secretary, Illinois Federation of 
Retail Associations, "The Challenge to Retailing." 

11:00 A. M.—John Guernsey, Bureau of Census, "Realism in War- 
time Retailing." 

11:30 A. Mi—Hon. Theo. Christiansen, former Governor of Minne- 
sota, public relations counsel, National Assn. of Re- 
tail Druggists, Chicago. 

12:00 noon—W. J. Cameron, Ford Motor Co. 

12:00 noon—Report of A. W. Anderson, chairman. credentials com- 
mittee. Report of Myron Everts, chairman, nominat- 
ing committee. Election of officers, Myron Everts, 
Dallas, Texas, immediate past president, presiding. 

M.—Adjournment. 

M.—N.A.C.J. business session—members only—Bal Tabarin 
room. Election of officers. Transaction of other 
association business. 

5:00 P. M.—Exhibits close. 


1:00 P. 
2:15 P. 


Friday, Aug. 29 


10:00 A. M.—A.N.R.J.A. executive session, members only, Louis XVI 
room. President von Unruh, presiding. 

10:00 A.M.—Reports of regional vice-presidents: Charles 4. 

Michaels, N. E. region; Alvin Magnon, S. E. region; 

Clifford |. Josephson, Jr., Central region; Robert J. 

Slagle, S$. W. region; Armand Jessop, Pacific region. 

10:30 A. Mi—Report of secretary, Charles T. Evans, New York; re- 

port of treasurer, A. W. Anderson, Neenah, Wis. 

11:00 A.M.—Reports of committee chairmen as follows: auction 

: ordinance—Henry F. Stecher, Milwaukee; budget 

‘ selling—A. N. Slavick, Los Angeles; co-operative 

C* H ll BR ¥ H x: C () Vi Pp A N Yy advertising—Henry W. Rank, Milwaukee; fair trade 

8 . . : laws—Harry G. Matthew, Asheville; finance+-Myron 

MANUFACTURING JEWELERS Everets, Dallas; insurance—A. W. Anderson, Nee- 

P nah; inter-trade relations—Alfred Morell, New 

iM York: legislative—Arthur J. Sundlun, Washington; 

ae ae membership—Charles J. Michaels, Hartford; mer- 

336 MULBERRY ST. oi ay ee ee chandising—Raymond Hay, Coshocton; silver—Wm. 


: idence: watch—Robert J. Slagle, 
West Coast — G. H. OTTO 209 POST ST. SAN FRANCISCO ™ aaa es ae oe 
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LIVING ROBOT DEMONSTRATES RINGS IN WINDOW 


Talented performers who can hold a pose for as long 
as five minutes without, literally, batting an eyelash 
have demonstrated such things as oil burners and re- 
frigerators at expositions and county fairs. 

This crowd-stopping technic was recently applied to 
jewelry in a show window of Dan Marx & Co., in Port- 





land, Ore. A living model appeared in the window, 
after the back panels had been removed and a black 
velvet drape substituted as a background. 

Moving like an automaton, or a mechanical doll, the 
window performer selected one diamond ring from a 
group of them displayed in the front part of the win- 
dow. She would then hold this ring aloft for five 
minutes, remaining as motionless as a manikin for this 
time. 

As she selected and held one ring after another, each 
ring was memorably presented to the large crowds which 
this unusual bit of showmanship attracted to the window. 


U. S. SOLE BUYER OF BRAZILIAN INDUSTRIALS 


Germany lost its chief source of industrial diamonds 
when the United States and Brazil concluded a trade 
agreement, under which the United States agrees to buy 
up to 300,000 carats of Brazilian industrial diamonds 
annually. Under the agreement, effective last June 13, 
the Metals Reserve Co., an RFC subsidiary, also pur- 
chases the entire Brazilian surplus of other strategic 
materials, 

Private purchases by American buyers of Brazilian in- 
dustrial diamonds are to remain undisturbed and are to 
be credited against the 300,000-carat total. Thus if 
private purchases in one year aggregated 100,000 carats, 
the United States purchase obligation would be reduced 
to 200,000 carats. The agreement provides for the 
maintenance of prices approximately equal to those that 
prevailed during the first four months of the current year; 
i.e., about 100 per cent above levels prevailing at the 
start of the war. 

The Brazilian government has agreed to the issuance 
of export licenses and other adequate regulations to per- 
mit the exportation of industrial diamonds and other 
national defense strategic materials only to the United 
States. 

If Brazil is to furnish the U. S. with 300,000 carats 
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The national emergency puts a premium on ability and rug- 
. Here is the 


gedness to serve under critical conditions . . 
timepiece of the day—the Racine Waterproof Watch... 
Featuring a special 15 Jewel Gallet movement, cased in 
Staybrite Stainless Steel this watch is equipped for service 
on land, sea or air. It is stainless, solderless, non-corrosive. 
And it is anti-magnetic, as well, due to Nivarox Hair 
Springs and Glacidur Metal Balances . . . Guaranteed 
watertight after 3 submersion tests. 


@ The Racine Waterproof Watch is ideal for men 
and women engaged in National Defense. Available 
in Men's and Doctors’, Ladies’ and Nurses’ Models. 


Write for Free Catalog 


JULES RACINE & COMPANY 


20 WEST 47th ST. NEW YORK 
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LATEST! 
MOST ATTRACTIVE! 


PINK GOLD 


ALSO 
RED, YELLOW & WHITE GOLD 
PLATINUM, IRIDIUM-PLATINUM 


GET THE BEST 


JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N. Y. 








Our Reputation Is Our Success 














STOCK NO. 21I5—ILLUSTRATION ACTUAL SIZE 


LARGE CRYSTAL JEWELS 


Fashion stylists all agree that large jewel pins, 
especially in crystal, will be the vogue this coming 
season. 


The pin illustrated is made from fine quality im- 
ported stones to retail profitably at $5.95 


WRITE FOR SAMPLES 
* 


ROYAL NOVELTY CO. 


909 Penn Avenue Pittsburgh, Pa. 
Headquarters for Large Jewel Pins 











g® Right C ime C Jor a Lifetime 


WATERPROOF SHOCK PROOF 
RUST PROOF DUST PROOF 


» Fine precision WATERPROOF watches 
— FURL Eo ee re 
* for those in military and naval service. 


* 
art 


WYLER WATCH ‘CORPORATI: 
"9 ROCKEFELLER PLAZA NEW YORK, N. 
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TO REMOVE PRICE-LABELS? 


@ WHY USE penknives or finger nails to scratch away “‘glue- 
backed”’ price labels when modern KUM-KLEEN labels peel 
off readily without leaving a trace of paper, gum or stain. 
For price marking on cellophane, metal, porcelain, bakelite, 
wood, leather, etc., there’s only one answer: KUM-KLEEN 
labels. 

Address M. J. Lampert & Son, 37 Maiden Lane, New York 
City, Wholesale Distributors to Jewelry Trade for Avery 
Adhesives, manufacturers of KUM-KLEEN labels. 


Stocked by all leading material wholesalers. 
Order today. 





PA'2 23 > 4 


Rum Rleen 


Need no moistening...Stick 
until peeled off... Leave no 
mark...Try them and you'll 
never go back to old-fashion- 
ed “glue-backed” labels. 


SELF-ADHESIVE 


PRICE-LABELS 
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of industrial diamonds annually, she will have to step up 
for official Brazilian statistics show a total 


production, : 
254,395 carats of 


diamond exportation last year of only 
both cuttable gem stones and bort, besides 11,510 carats 
of carbonado (black, porous, very hard diamond). Syd- 

ney H. Ball has estimated Brazil’s total diamond produc- 

tion last year at 325, 000 carats, of which 25,000 carats 
were carbonados, 180,000 carats were cuttable diamonds 
and 120,000 carats were industrial grades. Though the 
agreement does not cover gem diamonds, it may be that 
much small rough which in ordinary times would be cut 
into melee will now be used for industrial purposes, 
especially in view of the high price Brazil has commanded 
for her German-sought industrial stones and the small 
demand that exists at this time for rough to be cut into 


melee. 


SELLS STERLING GOBLETS AS TROPHIES 
(From page 92) 
izations, and the jeweler will find that suggestion of 
the change to silver goblets will be well accepted. 

“I’ve run into some pretty stiff competition on 
trophies in selling country clubs, for example,” Mr. 
Stallings pointed out, 
mitted was too low to consider. However, we feel that 
silver goblets, because they are not often used as trophy 


“and usually, the markup per- 


awards, have an extra appeal which many of the com- 
petitive sources cannot match; and whenever we meet 
with price competition we immediately switch over to 
silver goblets.” 


On one trip, Mr. Stallings sold 25 sterling silver 





BEWARE PHOTOGRAPHERS' 
MISREPRESENTATIONS 


Implying they represent THE JEWELERS’ CIR- 
CULAR-KEYSTONE, one or more commercial 
photographers have recently solicited business from 
a number of jewelry and watch manufacturers and 
importers in the New York area. They usually tele- 
phone in advance for an appointment to make a 
photograph, which they suggest has either been or- 
dered or is likely to be used by this publication. 

Though J.C.-K. prints many pictures and adds con- 
tinually to its large file of photographs, its editorial 
office always arranges directly with the subject of 
the photograph, never uses an intermediary. This 
publication regrets misunderstandings which may 
have been created by these unscrupulous -olicita- 
tions. 











goblets to the golf professionals, managers and socia! 
secretaries of country clubs; chiefly as a test made by 
the latter executives. Results proved to be so good that 
every club has reordered, and an entirely new market 
one allowing full profits, has been opened. 


° 


COME TO CHICAGO AUG. 24 


(From page 134) 


Houston; wholesale-retailing—Kenneth |. Van Cott, 
New York. 

12:00 noon—Report of resolutions committee; Harry G. Matthew. 
chairman. 

12:30 P.M.—Election and installation of officers, general business. 
new business, unfinished business. 

1:00 P. M.—Convention adjourns. 
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oust 70 TOAsy 


STOCK CARRIED 
AT ALL OFFICES 


OlES ial elthie) a 
Since 1875 


ELGIN 
HAMILTON 


Zones 123 10,12 


WA LTHAM 


See all three at one time! Booth I 54 ANRIA-NACSI 
Show. Hotel Sherman. Chicago. August 24-28 





MANHEIMER 


WATCH 


COMPANY 


55 East Washington Street, Chicago 
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4 x 8 Ligne, Alton, TOK. yellow rolled 
fo fo) Ke Mm o) Le dtm olot-1- mmm, Abe Mm-1 100 be0(-1-5-9-11-1-) MM ole lel a 
Raised aqold figures. Ratchet silk cord. 
7. oe... . .$21.25 
17 Jewel eG 27.25 


634, x 8 Ligne, Alton, 10K. yellow 
gold plate case with stainless ste 
Raised gold figures. Ratchet bracelet 
re WA) 7 Jewel $21.25 
A180—--17 Jewel 7 @7.25 


634 x 8 Ligne, Alton, 10K. yellow rolled 

aold plate ccse with stainless steel. t 

Raised gold figures. Ratchet silk c 
yOE:3) 7 Jewel is <eeaes 
A182- 17 Jewel : . wr.8s 


V4 
634 x 8 Ligne, Alton, 10K. yellow rolled 
fo fe) Ko Mh 0) Kot C= More t-1- MER, 100M} (00 be) (21-111 -1-) MN ole lol 
Raised gold figures. Ratchet bracelet. 
A183 7 Jewel che eee 
Ai64—17 jewel......... 27.25 














Shown above are suggested retail prices. Your Keystone prices 
are A177, $15.20; A178, $19.40; A179, $15.70; A180, $19.90; 
A181, $15.20; A182, $19.40; A183, $15.70; A184, $19.90. 


SEND FOR THE W & G CATALOG 


Showing complete line of both men's and ladies’ ALTON 
watches. Each watch comes in a handsome display box with 
full range of prices. Also illustrated are wonderful values in 
diamond rings, wedding rings and matched sets. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


3 South Chicago 


Wabash Ave. Illinois 
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POTTER & MELLEN, CLEVELAND, MODERNIZEsS 


| > obtain increased facilities for display and sales, 
Potter & Mellen, Inc., jewelers at 10405 Carnegie 
Ave., Cleveland, have completely modernized their work. 
shop and showrooms. 
To accent the colors and loveliness of Oriental ang 
English ceramics, American wood carvings and Sorensen 





Fluorescent light for giftwares 


bronzes, fluorescent lighting has been installed in a spe- 
cial room devoted to table decoration. 

On the mezzanine floor, in surroundings suitably ap- 
pointed with antique furniture, is the new antique silver 
salon where Sheffield plate, antique English and early 
American silverware is on display. The color scheme of 
this salon is light green and rust with the walls echoing 
in a lighter tone the rich colors of the drapes and up- 
holstery. 

The new arrangement of Potter & Mellen’s main floor 
showroom now permits a more complete showing of 
sterling silver flatware and hollowware as well as some 





Stainless steel cases for silverware 


choice plated hollowware. Lining three walls of this 
main showroom are stainless steel cases for displaying 
silverware, an idea developed and pioneered by this 
Cleveland organization more than a decade ago. 

Immediately adjoining the main floor showroom is the 
crystal room, done in modern, where channel lighting 
emphasizes the brilliance of the fine imported and Ameri- 
can-made crystal glass displayed. 
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Spode cueisea_carnen 


(BONE CHINA) 


Spode advertising and Spode literature 
help you to sell Spode dinnerware. 


Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 








New and Revised Edition 


GEM-STONES 


by G. F. Herbert Smith 


The demand for another edition of this 
popular book on stones used in jewelry has 
provided an opportunity for its complete 
revision. Not only has the information con- 
tained in the previous editions been brought 
abreast of present knowledge, but also the 
scope of the work has been widened and its 
treatment expanded. 


Contains 443 pages—4 plates in color, 38 in 
monotone and many text illustrations. 


PRICE $4.00—POSTAGE PREPAID 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd Street 
56th & Chestnut Sts. 





New York, N. Y. 
Philadelphia, Pa. 














For best results use— 


HOTS Soldering and Melting Torches 


Ask for bulletin J-711 
HOKE, Inc. 585 Eagle Ave. New York Fj 











ELGIN CLOCKS 


A limited quantity of these styles are now 
ready. 


#{1627—Stirrup clock— 
8-day Elgin with leather 
holder. *$22.50 








#1585. Elgin 8-day 
traveling clock. Four 
styles available. 

* $22.50 














t1502 
black & 
gold 
marble 
8-day 
Elgin 
pen set. 


*$40.00 














Our representatives are now showing the 
complete line of 1942 styles of ELGIN 
WATCHES. 


* Prices are suggested retail. 


LOUIS SICKLES 


1015 CHESTNUT STREET 
22 WEST 48TH STREET 


PHILADELPHIA 
NEW YORK 
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| MODERNIZATION FORUM | 





@ 70 aid its readers in rede- 
signing, modernizing and im- 
proving their stores, THe 
JEWELERS’ CIRCULAR - KEYSTONE 
has retained Murray M. Pearl- 
stein, nationally known author- 
ity in jewelery store layout, as 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested. 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or, if you’re going to be 
in New York, write in advance 
for an appointment. 





MURRAY M. PEARLSTEIN 


EW LIGHTING SYSTEM—We’'d appreciate ad- 

vice on relighting our store, which, as indicated on 
the inclosed sketch, is 16 ft. wide, 3514 ft. deep, with 
11 ft. ceiling.—_J. W. O., Ind. 


Answer-—We suggest concealed reflector units of 200 
to 300 watt capacity, flush with the ceiling, spaced in two 
rows 7 ft. apart and 5 ft. from either wall. Such units 
are made by the Curtis Light Co., the Pittsburgh Reflec- 
tor Co. and the Holophane Co. 

As an alternative, you could set units measuring 1+ in. 
square by 10 in. deep, against the ceiling. The sides of 
these fixtures are metal; a Corning lens covers the 





bottom. . 

Either arrangement of 10 lights will produce approxi. 
mately 36 ft. candlepower, which is considered the miyj- 
mum illumination for jewelry stores. 


HOWCASE ILLUMINATION—In the Hall of 
Fashion at the Fair last year there were some 
jewelry cases lighted by nice, long reflectors, but I cay 
find no such fixtures in my city.—G, A. S. & Son, N, y, 
Answer—You undoubtedly refer to lumiline lighting, 
which uses 12- and 18-inch filament bulbs. Such fixtures 
are made by a number of companies, among them the 
Pollak Lighting Co., of 69 W. 23rd St., New York 


ALVAGING OLD FIXTURES—I want to remodel} 

my present store as economically as possible, using 
only half of the present selling area. The store is now 
50 feet deep, but I wish to use not more than 25 feet, 
Old oak-finished fixtures include three 8-foot table-type 
floor cases with legs, five 8-foot wall cases with ver- 
tically-opening doors, a repair bench, and a. settee, 
—D. S., N. Y¥. 

Answer—It might be a profitable arrangement to 
place the repair bench and cash register at the rear 
center, and two wall cases and one floor case on either 
side, with the settee and a large mirror at the front 
of the sales area. The legs may be removed from the 
show cases, and replaced with panels. The wall case 
doors should be of the side-sliding sort. We also recom- 
mend lowering the ceiling from the present 12-foot 
height and installing concealed reflectors for general 
illumination. 








others too numerous to tabulate. 


WRITE! WIRE! 


munications confidential. 





Are you Conszdering 
GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 

In either case, consult Gordon Brothers for a sound basis on 

which to act. We are the largest jewelry stock buyers in the 

country, and because of our specialization usually make the 

highest bid. For further facts about us, consult the Jeweler’s 

Board of Trade or your local bank. And to give you some € 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


R. Hamel, Lewiston, Me., $25,000. Fred W. Brock, Elberton, 
Ga., $20,000. Newsalt’s, Dayton, Ohio, $500,000. Siebel’s, 
Saginaw, Mich., $65,000. Koch’s, Savannah, Ga., $50,000 and 


PHONE! 


We'll call on you at our expense, 
and of course keep your com- 





OR SURPLUS STOCK 
that should be convert- 
ed into cash? Ship it 
to us. Within 24 hours, 
our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
merchandise shipped 
back to you at once! 











ordon 


BHrothers 


Cash Buyers of Jewelry Stocks and Fixtures 











18 PROVINCE ST. BOSTON, MASS. | 
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This Year’s Headline Success 
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Bartara Bates 
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trreAsuRE MANICURE GIFT SETS 


EVERY SET AN EXGLUSIVE BARBARA BATES CREATION 
suiNe: _—— — 






































From every angle the new 





TREASURE Barbara Bates 
Manicure Sets are this year’s 
headline performers... 
starring now ... and 
beautifully set for a bigger, 
brighter future. These fine 
jeweler pieces are America’s 
most original gift idea in a 
generation! Barbara Bates 


knows what women want— an = "i RE Se tw 
ee este ae 
. @° = i ~ reasure 


what will delight every 





\ 
¢ ( vove 


$12.50 reran 






young girl... every luxury- s$s i 606) 
loving woman. Rich in | 
glamour, outstanding in 
quality, these TREASURE 
manicure sets make the 


ideal, the lasting, the really 


appreciated gift. 





¢ - 
Sc ediianbacind $7.50 Reta 


ens & 
BARBAR A New / Patriot etn $5 RETAIL 


BATES C. J. BATES & SON, CHESTER, CONN. AND 366 FIFTH AVENUE, NEW YORK 
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Reproduction of a Sheffield breakfast 
dish, heavy silver plate on copper 
base. Removable sections afford 
serving tray, hot vegetable dishes or 
steamer. Size, 18" x 11": retail, $110, 
Friedlaender, Belmuth & Appelbaum, 
Inc., 53 W. 23rd St., New York City, 


by J. RICHARD IANDER 





Coming Events Cast «Gift Shadows” 


F there is a jeweler in the land, not yet active in the 

merchandising of gift and art wares, but who con- 
templates becoming so, the urgent time to act is now 
not next vear, not even next month, but now. 

Here is why: in the next few months, according to 
market experts who base their predictions on the official 
statements of the Office of Production Management in 
Washington, production of automobiles, electrical appli- 
ances, etc., will fall off sharply. As a matter of fact, it 
is flatly asserted that there will be scarcity of consumer 
merchandise in all but certain specialized fields, such as 
“jewelry, certain types of home furnishing (decorative 
items) and other semi-luxuries not affected by the de- 





fense program.” 

The question is, then, where will Mr. American Public 
with a bulging pocketbook spend his money? The only 
answer, of course, can be, where he may purchase mer- 





Combination bookend-flower holders of old Chi- 
nese porcelain wall vases on carved redwood 
mounts. Sizes, 7" x 5", from a varied collection. 


Retail, $15. Fan Co., 225 Fifth Ave., N. Y. C. 








“Mirro" crystal clock, 30 hr. or electric move- 
ment. Available as set—frame and tray to 
match, each piece $9.50 retail (add $1 for elec- 
tric clock movement). At all gift shows. 
A. Stanley Brussel, 225 Fifth Ave., New York. 
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Another Member of the Famous 


—_= GARDNER Family ~ 
~ Makes its Bow! 


ae 


The New 


INVISIBLE STITCH 








COMPARTMENT THAT IS DETACHABLE! 


HLGISTHAH 


Has ‘em Standing In the Aisles! 


The most practical billfold ever made! It’s 2 Bill- 
folds in 1/ The special Card and Pass unit (Rail- 
road size) is DETACHABLE! Simply unsnap it 
and you havea smart, Wafer-Thin Invisible Stitch 
Billfold for Dress wear. On one side nine indi- 
vidual compartments fan out making it easy to 
display cards and passes used daily. On the other, 
colored celluloid indexed file takes orderly care 
of cards and passes used but seldom. Other fea- 
tures—Secret Pocket—Floating Non-Buckling 


Center—and Double Money Flap combine to 


EX TRA! The Registrar, Classi- 


fier and Paymaster now come in 
new—stylish open-face boxes. 
Doubling the already famous con- 
sumer appeal of Prince Gardner 
Products. 
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make Registrar the biggest money making Bill- 
fold ever designed. 


ORDER YOUR SUPPLY EARLY 


17,000,000 Selective Service Men are just waiting 
for a Billfold like this—they need its double utility 
value! During the peak season—October—No- 
vember and December—the Registrar will be 
seen in LIFE and ESQUIRE by over 50,000,000 
people. So don’t be caught short! Free newspaper 
mats — window streamer and counter card go 
with every order! 


PRINCE GARDNER 


ST. LOUIS CHICAGO NEW YORK TORONTO 
Pine at 19th 36 S. State St. 358 Sth Ave. 468 King St.W. 


DESIGNED WITH SPECIAL PASS AND CARD 








chandise unaffected by the defense program—wherever 
he may purchase these goods, be it a gift shop, a depart- 
ment store or a gift-and-art-minded jewelry store—and 
let us devoutly hope it is the latter. 

Neither Rome, nor any other city, was built in a day. 
No jeweler will do himself justice if, in 1942, suddenly 
confronted with an even more rapacious consumer de- 
mand for gift and art wares, he says, “Now I'll take the 
plunge.” Quality and type of merchandise, price, public 
taste—all those things demand forethought in giftwares, 
just as in any other type of merchandise that the jeweler 
stocks. Perhaps giftwares demand even more since they 
follow so swiftly the fad, the whim, the passion of the 
moment. That is why they are rapid turnover merchan- 
dise, that is why they spell more sales, more dollar 
volume, more profit. 

The gift show season now in full swing, then, is the 
last show season before the expected onslaught of 1942 
business in gift and art goods. It will be those jewelers 
who have attended one or more of these shows (see cal- 
endar of coming events elsewhere in this issue) who 
will be best equipped to administer to public taste and 


demand. 

With diversification rapidly becoming a necessity with 
jewelers, patently, the time to act is now. If it can be 
so put—coming events cast their gift shadows before. 


Footed crystal snack jar for cookies, popcorn, 
nuts, etc. Cover of pewter surmounted with 
kicking colt in crystal. Height, !4 inches. 
Retail, $9. Created by the Everlast Metal 
Products Corp., 225 Fifth Ave., New York. 


Winston Churchill commemorative jug by 
Spode. Historic prints on back and front, 
black under white alaze. Height of jug, 
6!/,"; capacity, 3!'/2 pints. Retail, $5. 
Copeland & Thompson, 206 Fifth Ave., N. Y. 


The "Zebra'' lamp, designed by Royal Hick. 
man. A strikingly modern pottery design, 
glazed in stripes of black and white. Retail, 
$13.50. Royal Haeger Lamp Co., Dundee, Ill, 


Concord "“Copperlite” 
miniature dried flower 
arrangements. Contain- 
ers of gleaming copper 
can be also used as 
candlesticks or ashtrays. 
Individually boxed, un- 
limited variety of ar- 
rangements. Trays, 4" 
wide; flowers, 6" high. 
Retail, $1.25 ea., FOB 
New York. Offered by 
Claude Sperling, 225 
Fifth Ave., New York. 
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TOP ROW 


Urns, US-031—14" high, $12-00per-poir 
Matching Bowl, US-033— 12” wide, $5.00 each. 


LEFT 


Cigarette Box, US-036—7" wide, $3.50 each. 
Matching Ashtray, US-037—3'/2", $6.60 per dozen. Minimum 


V2 dozen. 


Handled Vase, US-0322—10" high, $3.75 each. 

Horsehead, US-0334—7" high, $1.25 each. Minimum 1 pair. 
Same, but decorated in gold, as shown, US-0342. $2.00 each. 
Minimum one pair. 


RIGHT 


Candy Box, US-035—7'/2"" wide, $4.00 each. 

Vase, US-0934—11" high, $3.00 each. 

Eagle, US-0342, 6/2" high, $1.00 each. Minimum one pair. 
Same, but decorated in gold, as shown, US-0335, $1.75 each. 
Minimum one pair. 


In ordering, specify colors wanted. Immediate shipment 
from stock. American made. 


EBELING & REUSS, Inc. 


Main Office and Warehouse 


NEW YORK: 707 Chestnut Street CHICAGO: 
225 Fifth Avenue Philadelphia, Pa. 1557 Merchandise Mart 



































HE Chicago Gift Show, Aug. 4 to 15, at the Palmer 
House gives a forcible demonstration of the abil- 
ity of American designers and manufacturers of gift 
lines to meet the contingencies forced by the war. How- 


ever, importers whose sources have continued open, will 
display a wide diversification of well supplied lines also. 
* * * 

More THAN 600 leading gift, china, glass and pottery 
lines are exhibited at the 22nd semi-annual show of 
the Merchandise Mart Gift Market, Aug. 4 to 16, at the 
Merchandise Mart. Percy Wilson, the Mart’s managing 
director, says that new South American lines are being 
shown for the first time. Gift buyers indicate a strong 
interest in this regard, seeking market contacts for first- 
hand information on price structure and delivery sched- 


ules. ae 


GREATER EXHIBIT space will be afforded at the New 
York Gift Show, opening Aug. 25, at the Hotel Pennsyl- 
vania, where the show will make use of the second floor, 
as well as three others immediately above the exhibit 
space including the second to fifth floors. Hitherto, the 
sixth floor had been used. Substitution of the second 
floor, with additional, larger rooms provides the space 
increase. i‘ive hundred and fifty lines will be displayed, 


with the bulk of them geared to retail jewelry store sale. 
Basic redesigning to produce whole new lines will be jn 
strong evidence—a tribute to manufacturers’ solutions 
to defense priority conscription of former essential] 
materials, a, le ll 

Tue FINE art of South American china, ceramics and 
glass will receive nationwide introduction in this country 
with the presentation by Ebeling & Reuss, Inc., 225 Fifth 
Ave., New York, of 200 new South American additions 
to their present extensive line of imported and domestic 
gift and art wares. Henry O. Ebeling, principal of the 
firm, spent two month in Brazil where he joined Mrs, 
Gladys Felger whom the firm sent to Brazil last October 
to make initial arrangements. The new group of mer- 
chandise, now available, contains, in part, the following: 
cobalt and ruby cut glass, crystal vases, candy boxes and 
decanters; cocktail, highball and cordial sets, stemware, 
etc.; translucent, hand-painted porcelains, antique and 
French vases; earthenware vases, etc., hand decorated; 
a collection of spaghetti ware; ceramic collections of ani- 
mals, dogs, horses, etc., flowers for table decoration, 
and birds. a 

PopuLARITY OF THE First American-made collection 
of ceramics by American Goldscheider Corp. has made 
necessary the opening of four new kilns. A total of 76 
new models for Fall will be shown at most of the gift, 
china and glass shows, coast to coast, and a series of 
from 12 to 15 Goldscheider lamps, especially adaptable 

(Please turn to page 153) 
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No Girtwares More ProupLty MAINTAIN 
THE QUALITY TRADITIONAL WitH JEWELERS 


THAN THE FAmous ““Mirro” LINE 
CRYSTAL FRAMES, CLOCKS AND TRAYS 


, : ~~ ont it i » a 
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FULL "MIRRO" LINE, INT ODUCING MANY NEW NUMBERS, ON DISPLAY AT ALL GIFT SHOWS 


A. STANLEY BRUSSEL 


MIRRO FRAME AND CLOCK: two leaders 
in the Mirro Line of Crystal frames, clocks 
and trays—and we think a bride would 
probably trade her new husband for one of 
these gorgeous sets. They're just as striking 
as they look in the photograph. The Frame 
(No. F102), in sizes up to 8" x 10", is $5.75 
... and the Clock (No. C102) is $6.75. For 
blue or amber add 50c. A perfume tray to 
match (No. T102), 10" x 16", is $5.75 in 
crystal and $6.25 in blue or amber. These 
numbers are made with the heaviest 
moulded solid Crystal Rope on the market. 
The metal trim is heavily plated and will not 
tarnish. Other numbers in the line from 
$6.75 per doz. up. An illustrated folder will 
be sent you on request. 


NEW YORK CITY 








150 


THE JEWELERS’ CIRCULAR-KEYSTONE 











GIFT CHATS 


(From page 150) 


to retail jewelry store merchandising will be simultane- 
ously introduced. as 

Tue 14 states of the Mountain States area will short- 
ly witness the innovation in Denver of a merchandise 
center to be known as the Mountain States Gift and 
Art Mart, under operation of the newly organized Mer- 
chandise Exhibitors, Inc. A 
six-story structure, 100 x 
125 feet, at 1541 Stout St., 
Denver, has been leased and 
renovation plans are under 
way. The bulk of the lines to 
be ‘represented in the Mart 
will be suitable for sale in 
retail jeweler gift and art 
departments, in totality cov- 
ering the entire merchandise 
range of the varied gift and 
art field. Arrangements are 
nearing completion for the 


tees ree ot SA, 


a 


“ 


staging of annual or semi- 
annual special showings. 
The new Mart is the direct 
result of expanding impor- 
tance of Denver wholesale 
operations, in which jeweler 
gift and art activity has 
been significant. Officers of 
the corporation are: An- 
thony Venneri, pres.; R. H. 
Foster, v-pres.; F. S. War- 
ner, sec.-treas. 


Ir is ANNouNCED that Najeeb Sinunu, long associated 
in the gift and art field, is now member of the firm of 
Mollie Boynton, Inc., 225 Fifth Ave., New York. Other 
principals of the firm are Harper Junius and Elizabeth 
Johnston. Mr. Najeeb will be remembered as a former 
member of Janis-Tarter Greeman, Inc., also 225 Fifth 
Ave., which at that time was known as Janis-Tarter, 
Greeman & Najeeb, Inc. Mr. Najeeb will travel exten- 
sively for the Boynton organization, lines of which in- 
clude Nekrassoff hand wrought pewter, Modern Spun 
Metal; Rolf Wallach imported carved figures; Costamp 
metal products; Craftsman Guild; Lorena Wynkoop 
sculptures; Don Manning plastic and lucite figures, and 
Flemister Handcrafts. 


PUBLICIZES CHURCH, CLUB ACTIVITIES 


A helpful way of having nice things said about your 
store is to operate a bulletin board either in your win- 
dow, over the radio or in newspaper advertising. By 
offering to publicize meeting dates and social events 
of the various local clubs, civic organizations, church 
groups and the like, you'll receive some first rate word- 
of-mouth advertising. 

Haertl’s jewelry store, Neenah, Wis., has followed 
such a policy with good success. 
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INVITES YOUR INSPECTION 
OF THEIR COLLECTION OF 


\EW DESIGAS 
\ METALS 


NEW YORK GIFT SHOW 
ROOM 275 
HOTEL PENNSYLVANIA 


EVERLAST METAL PRODUCTS CORP. 
225 FIFTH AVENUE - NEW YORK 


LOS ANGELES - 712 So. Olive St. *° TORONTO - 7 Wellington St., W 





153 


























154 


~_ EVEREDY 
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3 EAST STREET ¢ FREDERICK, MD. 














IDEAS... 








| ion a year-round idea to double your display 
space. ‘Tie-up with a prominent florist in your 
community to feature for a few days out of every month 
the flower of that month in the jewel stone of the birth- 
stone of the month. As each month boasts one or two 
stones and several different flowers, it ought to be easy 
to get together on one. Give the florist a credit line in 
your window for his flowers and supply him with cos- 
tume jewelry for a credit line in his. Whatever you do, 
be sure to arrange that flowers be changed frequently— 
there’s nothing more anti-sales than a window display of 
wilted posies. For extra attraction, switch on a spot- 
light at night in the shade you are featuring. Stones 
and flowers: for August, sardonyx or peridot, poppy or 
gladiolus; for September, sapphire, morning glory or 
aster; for October, opal, tourmaline or rose zircon (syn- 
thetic spinel), dahlia or hops. 
* * 


lor aA TIMELY promotion of playing cards, scores, 
prizes, pencils and other card game paraphernalia, ex- 
ploit the summer session bridge championships, to be 
run off Aug. 3-9, in your advertising. 
* * * 


Ir witt Be well worth your while to scheme out a 
patriotic window that can easily be varied and re-used, 
because the next few months provide many dates on 
which you can display pins, clips and emblems for quick 
sale. Here they are: Sept. 1 is Labor Day; Sept. 13 
marks the 127th birthday of the Star Spangled Banner; 
Constitution Week begins Sept. 15; Gold Star Mother’s 
Day is Sept. 28; Navy Day is Oct. 27, and Oct. 28 
marks the 55th anniversary of the unveiling of the 


eStatue of Liberty. , , x 


Here’s AN inexpensive way to push sun glasses. Just 
\ - 
in your window, on a bare 





spread a big map anywhere 
wall, on a table—and pin on varieties of eye protectors. 
Call it, “Safety this summer wherever you go.” 
* * 
To cLearR ovr summer jewelry, emphasize its light- 
ness during hot weather. Place a scale in your window 





and show how a set 
in summer plastics weigh as much or less than a big 


earrings, bracelet and necklace— 


plume. io oa 


PrRK UP EMPLOYE interest in costume jewelry with a 
contest. Borrow a basic dress—or cut one out of a 
fashion magazine—and set them to gathering accessories 
for it. Give a prize to the best ensemble. Use the idea 
at intervals—for different types of apparel—sports, of- 


17e Te 4 o > . 
fice, evening, etc. --_—<« 


CHINESE-INFLUENCED fashions are in the news—both 
apparel and furniture. Are you supplied with Chinese- 
type jewelry while everybody is Chinese-conscious ? 

* * * 

Liven up your cases with profile pads! Pick out 
pieces that emanate from different parts of the Ameri- 
cas and place them on cushions cut to the shape of the 
country of their origin. 
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Opening the season with a dis- 
play of new lines, the 225 Fifth 
Avenue Fall Market—August 25 
to 29—will interest every buyer 
of Gift and Art, China, Glass, 


and Decorative Accessories. 








ee 


\ 
FIFTH AVENUE 
—_————- 


The Buyers’ Lounge, offering 
complete files of items and lines 
—secretarial, telephone, and 
checking services—is a perma- 
nent features of this year ’round 
Gift and Art headquarters. Tele- 
phone: Murray Hill 5-6377. 


VENUE 








ALEXANDER ADERER 
Room 504 
Goldscheider 
Grammes 








J. MOHAMMAD ALI, INC. 
Room 1104 


East India Handcraft—Our Original Designs. 








BRESLAUER-UNDERBERG 
Suite 800 
Lustrous ‘“Buenilum’—Hand-Hammered Alumi- 
num Table and Hostess Service Accessories. 
Catalog. 








A. STANLEY BRUSSEL 
Room 803 
Gift Lines Designed for the Quality Retail 
Jeweler 








CHINA OVERSEAS, INC. 
Rooms 1220-1224 


Direct Importers — Distinctive 
Chinese Giftware 








MRS. E. H. COLES 
Room 405 
COPPER — Plain & Antiqued BRASS 


EVERLAST METAL PRODUCTS CORP. 
Room 1100 


Metalware that Sells! 








THE FAN COMPANY 
Street Floor — N. E. Corner 


Chinese Merchandise, Decorative 
Accessories, Gifts & Jewelry 














FINLAND CERAMICS & GLASS CORP. 
Rooms 515 - 517 
FROM FINLAND — “Karhula” Crystal; 
“Helsinki” China & Faience; 
“Kupittaan Savi’ Art Pottery. 








MARTIN FREEMAN CO. 
Room 901 


Freeman China Accessories — Decorative 
Flowers — Blown & Pressed Glassware — 
Original Giftware 








WINIA M. HARRIMAN 
Rooms 804 - 806 - 808 
Hand Crafted Aluminum Quality Glassware 
Individually Stylized 








SUN GLO STUDIOS 
Room 501 
Exclusive GIFTS FOR MEN 
Exclusive ARTWARE 
Folders on Request 











TIMELY —INFORMATIVE— AUTHORITATIVE 


The Gift and Art Department or rae JEWELER’S CIRCULAR-KEYSTONE 
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ax Bill Ready For Debate 


Calls for 10 Per Cent on Retail Value of Jewelry and Allied Lines; Special 
Levies Imposed on 27 Other Kinds of Goods and Services; Jewelers Tax Com- 
mittee Will Continue to Work for a 5% Tax 


Preparation cf the new tax bill, which 
has kept the jewelry industry in a state 
of suspense for many weeks, finally has 
been completed, and its provisions are 
now definitely known. 

Formally submitted to the House of 
Representatives on Friday, July 25, by 
the Ways and Means Committee, the 
new measure calls for the largest tax 
increase in the history of the nation, 
and recommends new or increased levies 
on 28 different classes of items from 
soft drinks to railroad tickets, and from 
matches to cosmetics and automobile 
tires. 

Obviously in such a program jewelry 
could not hope to escape, nor even to 
get off very lightly when even necessi- 
ties and semi-necessities were being 
loaded with taxes ranging from 5 to 10 
per cent with the latter figure the gen- 
eral rule. 

Nor did it. Jewelry, along with such 
items as furs and toilet preparations, 
is recommended for a tax of 10 per cent 
on the retail price. 

The Jewelers’ Tax Committee repre- 
senting a large majority of retailers, as 
well as manufacturers and wholesalers, 
had testified before the Ways and 
Means Committee that consensus of 
opinion throughout the trade favored 
the principle of applying the tax on the 
retail sale, rather than an excise on re- 
tailers’ purchases, but had urged a rate 
of not to exceed 5 per cent. Whether 
it will be possible to get the rate low- 
ered to that figure remains to be seen. 

The only place where any chance for 
revision appears to exist is in the Sen- 
ate, since the measure was introduced 
in the House under what is known as 
the “gag” rule by which House mem- 
bers, except for those on the committee 
proposing the act, are prevented from 
offering amendments on the floor. Under 
this rule, quick action by the House is 
expected, whereupon the measure, if 
passed as seems likely, will go to the 
Senate and be referred to the Senate 
Finance committee which presumably 
will hold further hearings on the pro- 
visions of the bill. 

Naturally the Jewelers’ Tax Commit- 
tee will present at those hearings its ar- 
guments for a reduction of the rate, 
and will continue at every opportunity 
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to try to obtain a lessening of the bur- 
den. 

Funds to carry on the work are now 
being raised throughout the country 
under the direction of local chairmen. 
The widespread and ready response with 
which the appeal is being met by every 
part of the trade, and the many en- 
dorsements of the views and work of the 
Jewelers’ Tax Committee confirm the 
correctness of its claim to truly repre- 
sent the general opinion of the jewelry 
field in spite of the effects of one mi- 
nority group which have prevented the 
showing of a completely united front 
by the industry. 

This, by the way, is the same group 
that tried to tell jewelers that they were 
running no risk of a “floor tax” on their 
existing stocks if they fought for a tax 
on sales by manufacturers to -them— 
although the Ways and Means Commit- 
tee had clearly announced that on all 
classes of goods where the tax was 
placed on the sale by the manufacturer, 
the same tax would immediately be ap- 
plied on stocks already in retailers’ or 
wholesalers’ hands. That the minority 
group was either woefully ignorant of 
the facts, or indulging in some wishful 
thinking, is pretty clearly proven by the 
fact that in every single case, without 
exception, the committee adhered to its 
announced policy of imposing a retail- 
ers’ floor tax on all industries in which 
the basic tax was on manufacturers’ 
sales. 

Jewelers may deplore the high rate 
imposed on their wares, but at least 
they may be thankful that they have 
escaped the crushing burden of a tax 
on existing inventories which they would 
have had to bear if the minority recom- 
mendation had been followed. And their 
tax committee is still fighting for a 
lowering of the rate on retail prices. 

Typical of the majority opinion which 
refused to be blind to the fallacies of 
the minority group is the tax platform 
recently adopted by the New Jersey 
R.J.A. as follows: 

“It is agreed: 

“That the New Jersey Retail Jewel- 
ers’ Association go on record as favor- 
ing a tax at the point of sale for use. 

“That the amount of tax not exceed 
5 per cent, since that amount will pro- 





duce the amount to be levied on _ the 
jewelry industry. 

“That the tax be incorporated in the 
price of the article. 

“That the manufacturers, wholesalers, 
retailers, and all vendors of jewelry, 
watches, clocks, etc., be registered. 

“That manufacturers, importers, or 
wholesalers, sell only to registered deal- 
ers in their respective classification, or 
that they be registered also as retailers, 
if they sell for consumption and use. 

“That a stamp system of collection 
be employed, and 

“That a_ sufficient penalty be pre- 
scribed to act as a deterrent to evasion 
or avoidance.” 

Many other associations of retail 
jewelers, as set forth in last month's 
issue, have also endorsed by vote of the 
membership the program advocated by 
the Jewelers’ Tax Committee. Still an- 
other instance of similar action was 
taken after our last issue had gone to 
press by a joint meeting held in New 
York, on June 24, of the Brooklyn, 
Bronx, Metropolitan, Long Island and 
Westchester associations of retail jewel- 
ers whose combined memberships com- 
prise over 300 retail jewelers of the 
Greater New York area. 

Further opportunity for discussion 
and expression of views will be offered 
at the forthcoming national retail con- 
ventions where the entire evening of 
Monday, Aug. 24, will be given over to 
an open meeting on this topic under the 
auspices of the American National Re- 
tail Jewelers Association. All retailers 
attending the convention are invited to 
be present and to make their views 
known, since the Jewelers’ Tax Commit- 
tee will be guided in its further efforts, 
as it has up to the present time, by the 
desires and suggestions of the industry. 
In the meantime, the committee will 
continue its fight to obtain the best pos- 
sible arrangement for jewelry in the 
new taxation program. 


Whitelaw Bros., diamond importers 
and manufacturers of diamond platinum 
jewelry, at 48 W. 48th St., New York, 
is now celebrating the 40th anniversary 
of its founding. Louis Whitelaw is head 
of the business which was started in 1901. 
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$10,000 War Chest Available 
For Frogram of California Trade; 
Will Combat ‘Industrial Jobbers’ 


The California R.J.A. has already 
raised more than its alloted quota of 
$5,000 for the $10,000 war chest being 
raised jointly by all branches of the 


trade in the Golden State, it was re- ° 


ported by Arthur H. Dibbern, managing 
director at a meeting of C.R.J.A. direc- 
tors, in Fresno, on July 13. 

The retailers group and the California 
wholesalers and manufacturers’ repre- 
sentatives group held separate meetings 
in the. morning and met jointly for 
luncheon and an afternoon business ses- 
sion at which matters vital to the trade 
at large were considered. One of the 
most important results of this conference 
was a unanimous vote to reestablish affil- 
jation and cooperation with ANRJA. 

A joint resolution having to do with 
the spending of the $10,000 already 
raised for the war chest was a highlight 
of the joint session. A committee com- 
prising the several branches of the trade 
will direct the disbursement of all funds 
which are to be used in matters affecting 
the general interest of the trade, such as 
taxes and the industrial jobber problem. 

Mr. Dibbern reported a healthy in- 
crease in the association’s membership, 


ful legislative program. The passage of 
platinum and gold stamping laws, a 
watch repair law and the fight waged 
against negative legislation proposed by 
other groups marked a new high in re- 
sults at the state capitol. 

Treasurer W. R. Burke, Berkeley, re- 
ported all association bills paid, includ- 
ing attorney fees of $1,000, and a sub- 
stantial cash balance. 


Dr. Herbert P. Whitlock Resigns 
As American Museum Gem Curator; 
Dr. F. H. Pough Succeeds Him 


Dr. Herbert P. Whitlock, eminent 
mineralogist, on July 1, his 73rd_birth- 
day, stepped out of the post of curator 
of the Department of Geology and 
Mineralogy of the American Museum of 
Natural History, and became curator 
emeritus of the department and research 
associate in jade. Dr. Frederick H. 
Pough, formerly assistant curator be- 
comes acting curator. Writings of both 
these men on gemological subjects have 
appeared frequently in the columns of 
Tue Jewevers’ Crrcucar-Keystonr. Mr. 
Whitlock has written two popular books 
in his field, ‘The Story of the Minerals,” 
and “The Story of the Gems.” He plans 
to continue his writings and has started 
a book in which he will tell the story 
of Chinese jade. The white-haired 
scientist, affectionately known around 
the museum as “the keeper of the gems” 
in 23 years has built up the museum’s 
collection of minerals and gems into the 
greatest single collection on this side of 
the Atlantic, according to Dr. Roy 
Chapman Andrews, director. 





Rozelaar Now in U. S. 

Henri Rozelaar, accompanied by his 
wife and children, arrived in New York 
by Clipper July 18, having left Geneva, 
where he conducted retail and wholesale 
jewelry businesses. Mr. Rozelaar is now 
in business at 630 5th Ave., New York, 
importing diamonds and manufacturing 
jewelry. 


FoR AUGUST, 1941 





Trade Diversion Bill Awaits Pennsylvania Governor's Name; 
Discount Outlets Take $192,000,000 Yearly From Retailers 
of State; High Income Group Accounts for Greatest Sales 


A bill outlawing retail selling to em- 
ployees through purchasing departments 
of businesses and corporations late last 
month needed only the signature of Gov. 
Arthur H. James to become a Pennsyl- 
vania law which would benefit jewelers 
and thousands of other retailers in the 
Commonwealth. 

Modeled after the so-called “Wiscon- 
sin Law” but incorporating many new 
features, the measure passed the State 
Senate in Harrisburg July 10, by a 38-7 
vote. It was passed in the House by 
145 votes to 22. 

The bill had the militant support of 
the Retail Jewelers’ Association cf Phil- 
adelphia and Eastern Pennsylvania 
which was organized in that city to com- 
bat unfair trade practices in the jewelry 
industry. 

If signed by Governor James within 
the alloted 30-days, the bill will protect 
an estimated 134,000 Pennsylvania _re- 
tailers, including jewelers, from _ the 
wholesale racket. The State Assembly 
was told that millions of dollars are di- 
verted annually from retail channels in 


the Commonwealth through purchases 
made at a discount by company purchas- 
ing agents for private individuals and 
corporations. 

Sen. Leo A. Mundy in supporting the 
bill asserted that approximately $192,- 
000,000 was diverted from Pennsylvania 
retailers annually by “discount outlets” 
and of that total $109,000,000 was sold 
by large industrial organizations to their 
employees at a discount. He said the 
State suffered loss of tax revenue on the 
business volume of wholesalers and re- 
tailers by reason of the diversion. 

Mundy told the Senate that a survey 
showed most discounts were not enjoyed 
by the low income, but by the high-in- 
come groups. He asserted that “eight 
per cent of discount purchases are made 
by low income groups, 36 per cent by 
the middle income groups and 56 per 
cent by the higher income groups.” 

“We therefore must conclude,” he de- 
clared, “that if this unfair, un-American 
method of competition were stopped, it 
would not affect the standard of living 
of the greatest majority of our people.” 





Chayken Renamed President 
Of Indiana R.J.A. for 4th Term; 
Executive Secretary Lodde Quits 


Irving Chayken, of Armstrong’s, Ham- 
mond, Ind., was reelected to serve his 
fourth term as president of the Indiana 
R. J. A., at its annual convention, at 
French Lick, June 22 to 24. 

Those elected to serve with Mr. 
Chayken are: Edward Springer, Ed- 
ward C. Springer Co., Fort Wayne, first 
vice-president; E. O. Little, Little’s 
Jewelry Store, Auburn, second vice-pres- 
ident; Roger W. Briney, Kokomo, sec- 
retary-treasurer, and directors: Ralph 
Roessler, Marion; Paul Vermillion, An- 
derson; Mrs. Ethel Resoner, Muncie; 
William Rindt, Jr., Richmond; Earl F. 
McConnell, Oakland City; George 
Kamman, Seymour; Charles Davis, 
Richmond; J. P. Hagel, Washington; 
leo Simon, Vincennes; Charles Simon, 
Hammond; A. S. Rowe, Indianapolis; 
Henry Kras, South Bend; Elmer Lodde, 
lafayette, and Herman L. Lodde, hon- 
orary director. 


Sample with Grogan Co. 60 Years 


William J. Sample, vice-president of 
the Grogan Co., Pittsburgh, and recog- 
nized throughout the country as an out- 
standing authority on sterling silver- 
ware, completed sixty years of continu- 
ous service with the firm on August 29. 

Born on a farm, Feb. 25, 1868, and 
educated in the North Ave. Third Ward 
School, Pittsburgh, Mr. Sample entered 
the firm of Grogan & Merz on Aug. 29, 
1881, at the age of 13 years, as an er- 
rand boy. The business, then housed in 
a store 13 ft. wide by 40 ft. deep, and 
heated by a coal stove in the center of 
the floor, grew and the establishment 
was subsequently enlarged. It remained 
at Fifth Ave. and Market St. from 1878 
to 1908, and then moved to Sixth Ave. 
and Wood St. Afterwards, the firm name 
was changed to J. C. Grogan & Co., at 
which time Mr. Sample was elected sec- 
retary. Later, the name was changed to 





Grogan Co., and Mr. Sample became 
vice-president. 


Wm. J. Sample, who 
through 60 years with 
the Grogan Co. has 
specialized in silver, is 
often consulted by 
Gorham Co. officials 
for his opinions on 
new patterns. In his 
long career ‘'Billy" 
Sample has sold to 
Lillian Russell, Joseph 
Jefferson, Ed’ Southern 
and Helen Hayes. 





Handy & Harman Promotes Colgan 


Recent changes in the Handy & Har- 
man organization have brought J. W. 
Colgan, formerly manager of Handy & 
Harman of Canada Ltd., Toronto, back 
to New York in the capacity of sales 
manager of the parent company. Jack, 
as so many know him, is not a stranger 


J. W. COLGAN, 
Formerly Canadian 
manager, 
now sales manager 





to the trade in this country, having seen 
17 years of service in the New York 
sales department before going to Toronto 
five years ago. He is taking charge of 
all company sales work connected with 
the silversmith and jewelry industries, 
as well as the growing industrial work 
in which the company is now engaged. 
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Diamond Cutting Apprentice Wages 
Studied at Two-day Hearing; 
Union Fights Low Pay for Learners 


Testimony as to wages that should be 
paid to learners in the growing Ameri- 
can industry of diamond cutting, was 
taken at a two-day hearing, June 27 and 
28, in New York City, conducted by the 
Wages & Hour Division of the U. S. 
Department of Labor. The interest in 
the matter was indicated by the attend- 
ance of nearly 50 persons, representing 
practically every cutting establishment 
of New York, Labor Department offi- 
cials, and the representatives of Puerto 
Rican trade interests. 

Double purpose of the hearing was to 
get the sentiment of the diamond trade 
on the application of G. Elfenbein, Inc., 
of New York City, for a special certifi- 
cate authorizing the employment of 70 
learners, at less than the minimum wage 
scale; and to hear objections to wage 
rates authorized in special certificates 
which have been issued to diamond cut- 
ting firms in Puerto Rico. 

G. Elfenbein, Inc., applied for a spe- 
cial certificate authorizing the employ- 
ment of learners in the occupation of 
diamond cutting, sawing and lopping for 
a learning period of one year, at the 
following wage rates: $3.00 per week 
for the first six months and an increase 
of $1.00 per week for each week up to 
and including the 52nd week at which 
time the learners would be paid a wage 
of $29.00 per week. 

The Diamond Workers’ Protective 
Union, backed on its position by the 





United Diamond Manufacturers Associ- 
ation, opposed the issuance of the cer- 
tificate to the Elfenbein concern on the 
grounds that if granted it would break 
down present apprenticeship standards 
in the industry. 

The Diamond Workers’ Protective 
Union also objected to wage rates 
authorized in special certificates which 
have been issued for the employment of 
apprentices in the diamond cutting in- 
dustry in Puerto Rico. These provide 
for an apprenticeship period of three 
years at weekly rates beginning at $3.00 
a week for the first three months, and 
increasing every three months until the 
wages amount to $13 a week for the 
twelfth three months. 

Edward J. Leon, of the New York 
law firm of Leon & Weill, specialists in 
Puerto Rican trade matters, who ap- 
peared at the hearing in behalf of Baum- 
gold Bros., large New York cutting firm, 
testified that it is to the best interests 
of the United States and the diamond 
trade to do everything possible to en- 
courage the growth of the diamond cut- 
ting industry in this country and its ter- 
ritories. Likewise, he advised, every- 
thing consistent with sound business, 
should be done to develop industry in 
Puerto Rico in order to raise the stand- 
ard of living for the more than one and 
a half million Puerto Ricans who are 
now almost solely dependent on agricul- 
ture for their livelihood. 

However, Mr. Leon contended, while 
it may be advisable to grant special cer- 
tificates permitting the payment of less 
than scale wages to learners in Puerto 
Rico, such rates should be set only after 
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Wallace Wins Injunctions 
In Three Fair Trade Suits 
Filed in San Francisco 


Settlement has been made in each of 
three suits entered by R. Wallace & 
Sons Mfg. Co. against three San Fran- 
cisco firms for violation of the California 
Fair Trade Act on Wallace Sterling flat- 
ware. 

Two of the suits were closed by a final 
judgment, by Justice Frank T. Deasy, 
presiding judge of the Superior Court, 
which permanently enjoins the defen- 
dants from advertising, offering for sale 
or selling any item of Wallace sterling 
flatware at less than the minimum fair 
trade price. The nature of the settlement 
of the third case was not known by this 
publication at the time of going to press. 

In addition to the injunction against 
direct price-cutting the judgments fur- 
ther prohibits the retailers “from adver- 
tising, offering or giving any trading 
stamp, cash discount stamp or redeem- 
able coupon in connection with the ad- 
vertising, selling or offering for sale of 
any said commodities at said minimum 
prices; from making any allowance, re- 
bate or concession, directly or indirectly, 
in connection with the advertising, offer- 
ing for sale or selling of any of said 
commodities at said minimum prices; 
and from advertising, offering for sale 
or selling any of said commodities at 
less than said prices by means of any 
subterfuge, device, coupon, pretended 
closing out, gift, combination, sham, or 
other indirection.” 

Violation of the injunction is punish- 
able as contempt of court. 

Thomas H. McCready, Pacifie Coast 
sales manager for Wallace, commented, 
“These suits are a demonstration of the 
fact that our company is determined to 
eliminate unfair price competition in the 
distribution of Wallace sterling. 





a thorough study of economic conditions. 
[f there is to be a differential it should 
not be so great as to give an unfair 
advantage to the island cutting trade 
over the trade in continental United 
States. 

The Diamond Workers’ Union main- 
tains that the rates set up in the special 
certificates to the Puerto Rican firms 
have set up an_ inequitable situation 
“which threatens the wage scale of the 
diamond industry of the United States.” 

Santiago Rodriguez, a native Puerto 
Rican and a journeyman diamond cut- 
ter in the employ of Baumgold Bros., 
now earning in excess of $100 a_ week, 
testified that not only are his wages con- 
siderably higher than those he earned 
for similar work in his native island, but 
also that his productivity is much 
greater since he no longer suffers from 
undernourishment and malnutrition, the 
curse of many of his fellow countrymen. 

It was pointed out that top wages for 
a diamond cutter in Puerto Rico are 
about $30 per week, while good cutters 
in New York City earn as much as $195 
a week. 

Oscar Ross, Labor Department Ex- 
aminer, who conducted the hearing, an- 
nounced that he would go to Puerto Rico 
in the near future, to conduct a similar 
hearing there. 

Three Puerto Rican firms now engaged 
in diamond polishing are: The Ponce 
Diamond Works, Reinhold Bros., Inc., 
and The Puerto Rico Diamond Works. 
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Exhibitors Being Polled 
Whether to Continue 
Joint Trade Show Plan 


Somewhat over a year ago, the manu- 
facturers of jewelry, watches and allied 
lines who exhibit at the conventions of 
ANRJA and NACJ, delegated a com- 
mittee from their number to represent 
them in negotiating with the two na- 
tional retail associations the arrange- 
ment under which the conventions of 
last year, at the Waldorf Astoria in New 
York, and the forthcoming one, at the 
Hotel Sherman in Chicago, have been 
operated—namely, that the two associa- 
tions hold their conventions at the same 
time and place and jointly sponsor one 
consolidated jewelry exhibition, instead 
of two separate ones a week apart in 
different parts of the country, as has 
previously been the case. 

The agreement that was worked out 
bv the exhibitors’ committee and the two 
associations provided that the new ar- 
rangement be in effect for two years, 
with the first show being held in New 
York, home city of the ANRJA con- 
ventions, and the second which will occur 
this month in Chicago, where NACJ has 
traditionally had its meetings. 

Since the arrangement was for two 
years only and the forthcoming show 
will complete the term of the original 
deal, the exhibitors’ committee is now 
taking a poll of all exhibitors to obtain 
from them an expression of their wishes 
as to whether they wish to have this 
arrangement extended or whether the 
consensus of opinion favors a return to 
the previous arrangement. 

A letter over the signatures of the 12 
members of the committee setting forth 
the situation and enclosing a reply post 
card for the recording of each exhibitors’ 
vote has been mailed to every one who 
displayed at New York last year, or at 
either of the two shows immediately 
preceding it. 

Replies from all had not been received 
at the time of going to press but the 
response to date appears to be over- 
whelmingly in favor of the continuation 
of the present arrangement. 

As pointed out by the committee, the 
new arrangement has appeared to be a 
beneficial one for everybody concerned. 
Rach association received more net in- 
come from dividing the receipts of the 
consolidated show than either had previ- 
ously made by its own individual ex- 
hibition. The exhibitors enjoyed a larger 
attendance than ever before, eliminated 
the duplication of costs of two exhibi- 
tions and, more importantly, sales repre- 
sentatives were on the road calling on 
the individual jeweler from one to two 
weeks earlier than would have been pos- 
sible had there been two shows. 

Assuming that the final vote follows 
the trend of the preliminary tabulation 
by favoring the new arrangement, the 
committee, it is understood, will nego- 
tiate during convention week with offi- 
cers of ANRJA and NACJ for an ex- 
tension of the present set-up. 


A Commerce Department dispatch re- 
ports that Japan has appropriated about 
$1,250,000 this year for the development 
of a dry-process method of gold refining 
while the Japan Gold Production De- 
velopment Co. is reported to have ad- 
vanced $4,700,000 for the operation of 
250 gold mines in Chosen. 
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IRON-THAT-WAGS-ITS-TAIL, $9.95 


SMOKELESS TABLE BROILER, $10.95 


Five Fall Featured Manning-Bowman Items...Every One an Exclusive 


HERE’S HOW Manning-Bowman carries the ball for you: 


5 Full-Page Advertisements in LIFE Magazine...each hitting at 20,000,000 
potential readers. 


3 Compelling Advertisements in AMERICAN HoME...with an audience of 
over 4,800,000 homemakers per issue. 


3 Attention-Getters in BETTER Homes & GARDENS...with its range of 
5,500,000 potential customers. 


HERE’S HOW You cash in on the Quality Quins: 


Feature these live-wire items with the arresting overall display we give you 
...-all 5 items attractively arranged against a backdrop of current LIFE 
ads...a perfect reminder! Use the many other colorful window and counter 
display cards. Window shoppers can’t resist them! 

Run your own ads locally...under your own name...from the mats we 
supply. Run them to tie in with the steady Fall national advertising. 

Distribute the consumer folders and mailing-pieces we furnish you. 
Women will be familiar with the products from the magazine advertising 
..-now let them know you carry these Manning-Bowman marvels. 





The rest is easy. We’re not sug- 
gesting that stocking up on the 
Quality Quins will bring you 
five times your normal business 
...but we’ve a good hunch that 
this Manning-Bowman “Five” is 
going to be your lucky number! 
Write for the profit-telling story 
of the Quality Quins. Manning, 
Bowman & Co., Meriden, Conn. 
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Gold Plate. Silver Jewelry Standards Studied 


Minimum of Five Parts Pure Gold per Thousand 
for Quality Mark Is Voted by Trade Conference; 
“Sterling”, “Coin” Only Permissible Silver Terms 


Two proposed commercial standards 
for the jewelry trade, one covering the 
marking of gold electroplated articles 
(excluding watchcases), and another for 
the marking of jewelry and novelties of 
silver, were considered at conferences 
conducted June 27 at the Waldorf-As- 
toria Hotel, New York, by I. J. Fair- 
child, Chief of the Division of Trade 
Standards, U. S. Bureau of Standards. 

After a careful — phrase-by-phrase 
study by metallurgists, platers, manu- 
facturers, retailers and attorneys, the 
proposed standard for goldplated articles 
was approved in practically the same 
form as submitted by the New England 
Manufacturing Jewelers & Silversmiths 
Association. 

The need for a trade standard cover- 
ing this type of merchandise was ex- 
plained by Edward O. Otis, executive 
secretary of the N.E.M.J. & S. A., in 
inviting criticism of the proposed stand- 
ard. He said that while the manufac- 
turers of his association were most 
vitally concerned with gold electroplat- 
ing, the association was anxious that any 
standard promulgated should enjoy the 
widest confidence in the trade. 

The most marked change from the 
original proposal was an amendment 
which would prohibit the use of a qual- 
ity mark on any article that fails to as- 
say five parts per thousand fine gold, or 
better. 

As originally drawn the standard 
would have permitted an article to be 
stamped “gold electroplate” so long as 
it assayed just one part per thousand 
fine gold. Charles A. Mealy, Forstner 
Chain Corp., moved that the minimum 
should be raised to two parts fine gold 
per thousand instead of one, and _ his 
motion was amended by Marvin J. 
Bruner, of Bruner-Ritter, Inc., to raise 
the minimum to five parts. It passed 
with but one dissenting vote. 

Plating experts and manufacturers ex- 
plained that as a general rule most plat- 
ing shops are not equipped with the 
proper controls to maintain a uniformity 
of gold deposition. Since the gold de- 
posits on a great quantity of cheap 
plated jewelry has been so minute, many 
platers have felt that it was not worth 
while to install and maintain accurate 
controls or have their workmen check 
the thickness of gold deposits too closely. 

Dr. K. Schumpelt, of Baker & Co., 
refiners, stated that a number of articles 
taken from the same electrolytic bath 
will show varying amounts of gold de- 
posits, depending upon their relations to 
the anode and other conditions in the 
electrolytic bath. The use of controls 
more accurate than those most generally 
used at this time, for this type of plat- 
ing, will result in more uniformity of 
quality. ; 

By raising the minimum requirement 
from one to five parts per thousand of 
fine gold it will be easier and more prac- 
tical for the plater to check deposition. 

This will mean that the buying public 
will get better than a mere “flash” of 
gold on pieces stamped as “gold elec- 
troplate.” 

Any article which will not assay at 
least five parts of fine gold per thousand 
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parts may not be marked “gold,” “plate,” 
“electroplate,” or any combinations 
thereof. 

Byron L.. Shinn, counsel to the Jewel- 
ers’ Vigilance Committee and the Op- 
tical Manufacturers’ Association, point- 
ed out that under the higher requirement 
of five parts of gold per thousand, an 
artic’e would carry only about one cents 
worth of fine gold per pennyweight. 

In discussing minimum qualities the 





conference was told that one part fine 
gold per thousand would represent on q 
base of 24-gage brass (0.02 in. thick) 
a layer of fine gold 0.00001 in. on one 
side only. G. H. Niemeyer, of Handy & 
Harman, refiners, then told that the min- 
imum gages of brass used in gold elec. 
troplating work run down to 36-gage 
(0.005 in.). 

From this it can readily be seen that 
a plating on an article of jewelry that 
would assay only one part per thousand 
of fine gold on such a thin base would 
be infinitesimally thin, and the use of 
the word gold in describing it would 
hardly be justifiable. 

The term “gold electroplate,” when 
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jewelers who appreciate that the blue-print for a successful modernization 9 
must include more than an eye-catching exterior, a well-designed interior 
and modern lighting. It must specify display equipment (SHOWCASE © 
TRAYS, WINDOW DISPLAYS & BOXES) that will help sell merchandise. 4 


True, the cost of display equipment is a small part of your modernization — 
(10% or less) yet it’s a vital 10% that deserves studied attention and expert 7 
planning if the complete success of your modernization is to be assured. 1 


Today, more than ever before, our great resources, our modern plant, 3 
our half century of experience is at your call to deliver the best value in” 
showcase trays, window platforms, displays and boxes. 


Write to see 
the W &S field 
man—for ideas, 
for plans, for 
prices—there is 
no obligation. 


Wolisheim & Sachs 


INCORPORATED 


20 W. 47th ST., NEW YORK, N.Y.+ Factory: Buffalo, N.Y. 








4 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















s a mark or otherwise applied to 
rag shall be spelled out in full, 
according to the terms of the proposed 
standard. Furthermore, no article cov- 
ered by this standard shall be marked 
with the karat mark nor have applied 
to it any other marks indicating quality. 

No gold-covered article, made with a 
hollow center and then filled with ce- 
ment, pitch or other foreign substance, 
thereby giving the article added weight 
or strength, shall be marked with a qual- 
ity mark. 

“Any article having a quality mark 
shall also have applied immediately ad- 
jacent to the quality mark, and equally 
visible, the name or a trademark of the 
manufacturer or seller. Initials shall 
not be used in lieu of a name unless 
registered as a trademark. 





In order that the consumer may be- 
come more familiar with standard qual- 
ity marks and may have confidence in 
same, it is recommended that an article 
marked according to this standard be 
accompanied by a certificate, tag, card 
or other label incorporating the follow- 
ing wording: 

gs! | cata er e eeee Company guar- 

antees this article to be marked for 

quality in strict accordance with 

Commercial Standard CS, as issued 

by the National Bureau of Stand- 

ards of the United States Depart- 
ment of Commerce.” 

“The NEMJSA wants a plan for 
marking,” stated Mr. Otis in submitting 
the draft of the proposed standard, 
“which will be simple and understandable 
by the retailer and consumer and, in 





SAUNDERS 





Magnificent, almost breath-taking, is this recently completed modernization. 
It is an example of the sales-compelling result of modern planning by a 
progressive operator (Saunders, Hackensack, N. J.) a recognized store 
designer-architect (Charles S. Telchin) and America’s foremost supplier of 


display equipment (Wolfsheim & Sachs, Inc.) 








FOR AUGUST, 1941 


the 
P s, 
See the W & S Display * BOOTHS 57-58-59-60 beng ead 
at the Annual A. N. R. J. A.—N. A.C. J. Joint Trade Show / 4. P*re14. 1°" doy. 
HOTEL SHERMAN, CHICAGO + AUGUST 24 to 28 °F ivy Shee 
Nd, 





fact, is hopeful that further simplicity 
can be obtained in due course in other 
programs, particularly gold-filled and 
rolled gold plate, and the group is look- 
ing forward to the time when all of 
these standards can be put together and 
incorporated in a revision of the Na- 
tional Stamping Act.” 

Those in attendance at the hearing 
were: William Andrae and C. A. Mealy, 
of the Forstner Chain Corp.; Marvin J. 
Bruner, Bruner-Ritter, Inc.; A. Carlson, 
Horton-Angell Co.; H. A. Eastman, Op- 
tical Manufacturing Association; Charles 
T. Evans, executive secretary, American 
National Retail Jewelers’ Assn; Leslie R. 
Gage, Union Plate & Wire Co.; Herbert 
S. Greenberg, secretary of the National 
Watch Case Manufacturers’ Association 
and the Watch Case Manufacturers’ 
Board of Trade, Inc.; Max Jacoby, 
Jacoby-Bender, Inc.; J. Rodman Keagy, 
Je WELERS’ Circurar-Keystone; Max 
Lasko, Leader Jewelry Co.; Clarence J. 
Stone and L. F. Most, General Plate Di- 
vision, Metals & Controls Corp.; G. H. 
Niemeyer, Handy & Harman, chairman 
of the Jewelers’ Vigilance Committee; 
Edward O. Otis, Jr., executive secretary, 
New England Manufacturing Jewelers’ 
& Silversmiths’ Association; J. Podel, 
Acme Watch Case Co.; Carl and Gerald 
I. Rosenberger, Cohn & Rosenberger; 
LeRoy J. Salisburi, Freeman-Daughaday 
Co.; Dr. K. Schumpelt, Baker & Co., 
Ine.; Bryon IL. Shinn, counsel to the 
Jewelers’ Vigilance Committee and the 
Optical Manufacturers’ Association ; 
George C. Spellmeyer, R. F. Simmons 
Co.; Henry L. Sperling, Jewelry Crafts 
Association, and H. James Stern, I. 
Stern & Co. 

A second conference on the proposed 
standard will be held for the convenience 
of the New England trade, at Provi- 
dence, probably in August. Anyone un- 
able to attend may submit any proposals 
by mail to Mr. Fairchild, who will bring 
them to the attention of the conference. 

The proposed Commercial Standard 
for the Marking of Jewelry and Novel- 
ties of Silver (excluding flatware, hol 
lowware and toilet ware), was approved 
with but a few minor changes to the 
draft as submitted by the New England 
Manufacturing Jewelers & Silversmiths 
Association. 

Because there was no evident opposi- 
tion to any parts of the draft, and 
because the poor attendance at the con- 
ference, held June 27, at the Waldorf- 
Astoria, New York, evidenced slight 
interest on the part of the trade, I. J. 
Fairchild, Chief of the Division of ‘Trade 
Standards, who conducted the mecting, 
announced that he did not consider it 
necessary to call another conference bul 
instead would circulate copies of the 
proposed standard to all silver mannu- 
facturers for their approval. 

Trade standards take effect once they 
have been signed by manufacturers rep- 
resenting 65 per cent of production by 
volume, provided there is no valid active 
opposition. 

By the terms of the proposed standard 
no article assaying less than 925/1000 
pure silver shall be marked “Sterling,” 
“Sterling Silver,” “Silver” or “Solid Sil- 
ver.” No article shall be marked “Coin” 
or “Coin Silver” unless 900/1000 parts 
of the alloy be pure silver. No quality 
marks other than these shall be used. 
The terms “Sterling” and “Coin” shall 
not be abbreviated and neither term 
shall be applied in any manner to a 
plated article. 
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20 Radio Broadcasts Attract 6,000 Duluth People 
To Old Watch Collections at U.H.A. Convention 





Duluth, 
Minn., knew about the seventh annual 


Everyone within’ miles of 
convention of the United Horological 
Association, held in that city, June 22 to 
24, and as a result of twenty radio pro- 
grams 6,000 people came to the conven- 
tion hotel between the hours of 2 and 10 
p-m. on June 23, to see the numerous 
interesting exhibits of old and unique 
Limepieces. 

Ten thousand printed invitations, dis- 
tributed by retail jewelers of the area 
to their customers, together with the 
broadeasts, helped to create such a great 
public response. Sixteen broadcasts were 
donated by the Bulova Watch Co. ‘Two 
national chain stations each provided 
two periods of 25 and 15 minutes. The 
programs stressed the value of time and 
where and when to have timekeepers 
properly serviced. 

The convention registration was over 
the 200 mark, with especially good repre- 
sentation from the west, the extreme 
south and the east. 

J. P. Sommer, Pittsburgh, the presi- 
dent; Col. William H. Bright, Waltham, 
Mass., vice-president, and Orville R. 


Hagans, Denver, Colo., executive secre- 
tary-treasurer, were all reelected. 





Reelected officers 
of U.H.A. are J. 
P. Sommer, above 
left, president; 
Col, Wm. Hs 
Bright, Ist v.p.; 
Orville R. Hagans, 
executive secre- 
tary, at right. 


In order to streamline the organization 
and at the same time reduce expenses, 
it was decided to reduce the executive 
board from ten to seven members. ‘The 











four reelected board members are: Jo- 
seph E. Obmann, St. Louis, Mo.; John 
De Vogel, New York; 'T. F. Barnes, 
Grand Rapids, Mich., and Ben W. Heald, 
Milwaukee, Wis. 

Some of the feature addresses were: 
“Legislation, Its Progress and Future,” 
Mr. Heald; “Looking to the Future,” by 
Harrison F. Babcock, past president of 
the Horological Institute of America; 
“Watchmakers and Aeronautical Instru- 
ments,” William J. Watkins, of ‘The 
American School of Aircraft, Glendale, 
Cal.; “Use of Watchmakers in National 
Emergency,” Col. Bright; “A New De- 
velopment in Watch Lubrication,” 
George E. Barker, Industrial Fellow, 
Mellon Institute of Industrial Research, 
and Frank D. Urie, superintendent of 
research and inspection, Elgin National 
Watch Co. 
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VARTANIAN & SONS 
608 Fifth Avenue 


New York 
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JUNE JEWELRY SALES UP 36 PER CENT OVER 1940 


MB NON-REPORTING STATES 
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THE ACCOMPANYING MAP shows in percentages how independent jewelry 
store sales during June, 1941, compared with business done in June, 1940. On 
the basis of reports from 854 stores in 33 states, the amount of business done 
in June was 36 per cent larger than that of June, 1940. 


The gain of June over May was 2 
per cent, about a normal seasonal in- 
crease. Here most of the betterment 
came in New England, where jewelers’ 
sales in June averaged 23 per cent larger 
than the preceding month. In the Kast 
North Central the June-over-May aver- 
age was 6 per cent, and in the Pacific 
area 1 per cent, while declines of 17, 11, 
9 and 6 per cent were noted in the West 
South Central, South Atlantic, West 
North Central and Mountain regions. 

Comparing June sales with those of 
the same nronth last year, Connecticut 
jewelers averaged the highest increases 
-—54 per cent. Indiana, Michigan and 
Kansas jewelers fared next best with 
gains of 53, 51 and 50 per cent. Pros- 
perous selling conditions were general 
throughout the country, Nebraska jewel- 





ers averaging the lowest increase, which 
was 17 per cent. 

City comparisons, June 1941 over June 
1940, follow: Chicago, plus 37 per cent; 
los Angeles, plus 43 per cent; Portland, 
Ore., plus 31 per cent; St. Louis, plus 
31 per cent; San Francisco, plus 36 per 
cent, and Seattle, plus 24 per cent. 

Source: Current Statistical Service, 
Bureau of the Census, Washington, D. C. 
(Sales data from reporting jewelers in 
shaded states are included in_ the 
33-state totals, but are not revealed by 
individual states because of an inade- 
quate number of reports.) Jewelers wish- 
ing to participate in this valuable trend- 
establishing program may learn how to 
do so by writing: E. J. Engquist, Jr., 
chief, Current Statistical Service, Bureau 
of the Census. 
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RETAIL JEWELRY SALES 
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Sales for June, 1941, were 201.5 
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MAY EMPLOYMENT IN JEWELRY, WATCH, SILVER MANUFACTURING PLANTS 
(1923-1925—100) 


May May 

1935 1936 

SE coo cho reece ee, 70.6 71.4 

Silverware & plated ware.... 63.4 55.9 
Clocks, watches & time record- 

ing devices 79.5 90.4 


May May May May May 
1937 1938 1939 1940 1941 
86.3 72.5 82.9 88.7 104.6 
66.1 61.4 68.5 70.4 83.1 
107.9 78.9 82.2 89.2 115.5 


(Source: U. S. Bureau of Labor Statistics.) 
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|} the new metal sensation 


Vesuvian Verde 





THE FINISH YOU'VE 
ALWAYS ADORED 


AT PRICES YOUR CUSTOMER 
CAN NOW AFFORD 





| 
| At these Gift Shows 


CHICAGO 


Palmer House Rooms 797-8 


LOS ANGELES 
Hotel Biltmore Room 2232 


NEW YORK 
Hotel Pennsylvania Rooms 374-6 


cALIND ER 
Deke 


225 Fifth Avenue, New York City 
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Vikine CRarr 


BEAUTY THAT PREV AILS 
ORIGINAL CREATIONS 








in STERLING’ SILVER 





Patent No. D119666 


ALBERT HORWIG 


maker of 


VIKING CRAFt 


Brooches — Bracelets 
Necklaces — Earrings 











71 Nassau St., N. Y. C. 








In all Schumer-created special 


orders. Send us your specifica- 
tions. We'll submit a design— 


without obligation. 





The SCHUMER BROS. Co. 
SE. 9rd St. (Walsh Building) * 
CINCINNATI, OHIO ~ 






CINCINNATI'S LEADING MANUFACTURERS 
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Theyre in 


q Irving Seigler, associated with Grafner 
Bros., Pittsburgh wholesalers, has_re- 
ported to Fort Meade. 

q Earl Korff, son of Sam Korff, Phila- 
delphia manufacturing jeweler, is in the 
Air Corps at Mitchell Field, N. Y. 

q Herbert Benning, of the accounting de- 
partment of A. C. Becken Co., Chicago, 
is now at Camp Custer, Mich., in Bat- 
tery B, 46th Field Artillery. 

q Fred Weisberg, of the House of Mil- 
ner, 728 Sansom St., Philadelphia, passed 
his physical examination, and last month 
was expecting induction into the Army. 
q Philip Kind, Jr., of S. Kind & Sons, 
Philadelphia, has been accepted for the 
officers’ Naval Training School and ex- 
pects to be called for service Aug. 1 or 
Sept. 1. 

q Robert J. Lieberman, Stein & Ellbogen 
Co., son of Otto Lieberman of the Blue 
Bird Diamond Division, is at Camp 
Davis, S. C., a member of Battery K, 
94th Coast Artillery. 

qPerry Moellenbrock, with Waltham 
Watch Co.’s Chicago office, is back in 
the Navy, now serving as lieutenant, and 
at last reports was on the U. S. De- 
stroyer Hatfield in Alaskan waters. 

q William Rednick, who was employed 
as a cutter by Kazanjian Bros., Los 
Angeles lapidaries, has answered the 
call for army training. He is a graduate 
of the Los Angeles H. S. and the Santa 
Monica Junior College. 

qStanley D. Anderson, with J. Milhen- 
ing, Inc., Chicago, until he went in for 
defense, had a short leave last month, 
and after attending the annual outing 
of the Golden Roosters, of which he is 
a member, is again at Fort Sheridan 
awaiting assignment. 

4Tris Coffin, of M. S. Page Co., Boston 
wholesalers, “Is In The Army Now.” 
His associates gave him a rousing send- 
off, in addition to general advice, etc.. 
but Harry Dalzell voiced their senti- 
ments when presenting “Tris” with a 
wrist watch. 

q Roy Zuttermeister, billing department, 
and Fred Keys, material department of 
Benj. Atlen & Co., Chicago, are serving 
Uncle Sam now. Zuttermeister is at 
Camp Forrest in Co. B of the 122nd 
Field Artillery and Keys is in the Navy 
on the U.S.S. Seattle. 

4 Raymond Benene. of Paul Dreher, 
Philadelphia stone dealer and lapidary, 
who has been in the Army for three 
months and is stationed at Fort Meade, 
Md., was home last month on a six-day 
leave. Private Benene is in the infantry 
and is assigned to duty in the camp 
office. 

4¢W. E. Blanchard, retail jeweler, of 
Gloucester, Mass., will surely miss the 
active participation of his son this busy 
summer. After retail sales training in 
Boston stores, he returned to Gloucester 
and made a host of friends in the sum- 
mer colony, but “He’s in the Army Now” 
at Camp Edwards, on the Cape. 

q Frank Blair, formerly of the lamp de- 
partment, and John Bush, formerly of 
the silver department of J. E. Caldwell 
& Co.. Chestnut and Juniper Sts., Phila- 
delphia, have been transferred to the 
Infantry at Camp Wheeler, outside of 
Macon, Ga., after being at Camp Lee for 
four days. 





qJack Hughes, former head of the 
Frank Herschede Co.’s china and flat- 
ware department, is being schooled at 
Fort Sam Houston, Tex., for duty with 
the military police there. He has been 
in the Army since March, getting drill- 
ing at Camp Wolters, Tex., then being 
transferred to Fort Sam Houston. 
q Two boys from the Kirk-Rich Los An- 
geles office are in the Army. Joe Chebul 
is in training with the Army Air Corps 
as an aviation mechanic. He had been 
a crystal fitter for Kirk-Rich. R. c. 
Hogan, Jr., is with the mechanized cay- 
alry unit at El Centro, Cal. Before 
joining up with the Army, Hogan was 
in the research department at Kirk-Rich 
for about seven years. 


Samuel Kind, formerly 
of S. Kind & Sons, 
Philadelphia, jewelers, 
has been in the Army 
since Jan. 25 and is 
a Private, First Class. 
He expected to return 
July 20 from Fort Sill, 
Okla., for a 10-day 
furlough. He is as- 
signed to Battery G, 
First Battalion, 77th 
Field Artillery. Mr. 
Kind has written a 
book, '"'My Son's in 
the Army Now," a fac- 
tual, first-hand ac- 
count of experiences 
and environment of a 
draftee which is now 
being considered by a 
publisher. The 22 chap- 
ters were written in 
Private Kind's odd mo- 
ments between firing ie | 
and cleaning 75-mm. és sa | 
field guns, driving . 

eight-ton trucks and paper which he started, 
getting out the camp "The Anti-Tank News. 
4 Mark Herschede, a buyer for the Frank 
Herschede Jewelry Co., has just been 
commissioned a second lieutenant in the 
Army Signal Corps, and expected to be 
in Ft. Monmouth, N. J., before the end 
of July. His studying of electrical engi- 
neering at the University of Cincinnati 
and experience in broadcast engineering 
at Crosley Radio Station WLW, Cincin- 
nati, where he was formerly employed, 
aided in winning him the commission. 
Frank Leo Foley, floor salesman for 
the E. W. Reynolds Co., wholesalers, Los 
Angeles, is now an ensign in the Supply 
Corps. Right now he is taking a special 
training course at Harvard University, 
preparatory to going on active service. 
Before joining the E. W. Reynolds or- 
ganization, Foley attended Loyola Uni- 
versity in Los Angeles, majoring in 
accounting. He made quite a name for 
himself on the football field, while at 
college. 

4 William Howard Taft Grafner, son of 
Mr. and Mrs. Emanuel Grafner, and a 
member of the firm of Grafner Bros., 
wholesale jewelers, 818 Liberty Ave., 
Pittsburgh, who is stationed at Fort 
Meade, flew to Atlantic City recently to 
join his parents in the celebration of 
their 40th wedding anniversary. “Bill, 
as he is affectionately known to his 
friends, is enrolled in the medical unit 
of the 121st Engineers, 29th Division. 
Reporting the event under the heading, 
“Boardwalk Brevities,” a well-known At- 
lantic City columnist wrote, “Visiting at 
the Traymore are Mr. and Mrs. Eman- 
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the Army Now 








uel Grafner, Pittsburghers, here to ob- 
serve their 40th wedding anniversary... 
a daughter, Alice, journeyed here to visit 
them for a few days; son William Taft 
Gratner is expected to arrive for the 
week-end, and friends, relatives have 
sent many cards of well wishing for the 
occasion . . . Mrs. Grafner is active in 
charitable affairs of the big Pennsyl- 
vania city and Mr. Grafner is_ busily 
engaged in the wholesale jewelry busi- 
ness... . Asked for his formula for a 
happy and enduring marriage, he smiled 
and said, ‘I think it’s just a matter of 
give and take.’ ” 

qAlbert S. Smyth, head of the Balti- 





Anyone who has changed the course 
of his life, voluntarily or otherwise, in 
order to strengthen the defenses of his 
country and keep the torch of liberty 
burning, is deserving of full recognition, 
therefore we welcome news about any 
person connected with the jewelry trade 
who has joined the colors. Send us their 
pictures, too.—Ed. 





more wholesale house bearing his name, 
has not one but two sons in Uncle Sam’s 
service. They are Capt. Lester S. Smyth, 
left, and Sgt. J. Caivin Smyth. Capt. 
Smyth is adjutant with the 110th Field | 
Artillery at Fort Meade, Md., with 
which outfit he has been connected for 
the past ten years. He is active in all 
outdoor sports and a member of the polo 





team. Mr. Smyth has the honor of being | 
the fifth Eagle Scout qualified in Mary- | 
land. He spent his summer vacations as 
camp director at Camp Tonde, N. Y. 
Capt. Smyth is secretary-treasurer of 
the Albert S. Smyth Co., Inc., and car- 
ried the company’s line through North 
and South Carolina. Sgt. Smyth is mess 
sergeant of the 110th F. A. He was a 
member of the outfit from 1933 until 
1936 when he left Baltimore to make 
his home in Glendale, Cal., where he 
assumed management of the Pepsi Cola 
plant there. 





U. S$. Melee Production Growing; 
New York Diamond Cutting Firm 
Teaching Trade to 40 Boys 

Substantial progress is being made in 
the effort to produce in this country at 
least a part of the melee required for 
jewelry use. 

Several New York diamond cutting 
firms working in cooperation with the 
Diamond Workers Protective Union 
have instituted programs of training ap- 
prentices in the cutting of this class of 
goods, and are already producing modest 
quantities of marketable diamonds, as 
small as one and one-half to two points 
each. 

A representative of Jewexers’ Circvu- 
LAR-Krystone recently visited the shop 
of one of the pioneers in this movement, 
Max Fine & Sons, 20 W. 47th St., where 
this work was begun some six months 
ago. At the present time, this shop is giv- 
ing more than 40 boys a complete, well- 
rounded training covering all the steps 
in the production of small cut goods, 
from the rough to the finished product, 
their aim being to develop competent all- 
round journeymen cutters, rather than 
production line workmen skilled in only 
one operation. 

The apprenticeship training program 
has necessitated the installation of large 
new equipment and has almost doubled 
the floor space required by the firm 
which has been in the diamond cutting 
industry in New York for 20 years, 
though prior to 1941 its efforts were 
concentrated exclusively upon the pro- 
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duction of larger sizes—from one-quar- 
ter carat up—as was the case with all 
of the American cutting shops. 

For the 30 years prior to 1920, the 
founder of the firm and its present head, | 
Max Fine, was in business as a diamond 
importer and dealer in which he was 
joined from time to time by his four 
sons as they reached maturity. 

The firm as at present constituted con- | 
sists of Max Fine, the founder, as presi- 
dent, and the four brothers, George, 
Jack, Harry and William Fine. 


Arkansas Diamond Mines Sold; 
Diggings for Industrial Stones 
To Be Resumed on 823-Acre Tract 


Sale of Arkansas’ long idle diamond 
mines for $175,000 to a corporation 
which proposes to operate them for in- 
dustrial purposes was announced in 
early July. Deeds transferring title to 
823 acres of land, including the 160 acres 
on which diamonds have been found, 
from the Arkansas Diamond Corp. to 
Robt. J. Arthur, of Logansport, Ind., 
and Edwin T. Schneherger, Chicago, IIl., 
were filed. Arthur said that the prop- 
erty near Murfreesboro, Ark., has been 
leased for operations to the newly- 
formed North American Diamond Corp., 
of which he, Schneberger and Walter G. 
Riddick, Little Rock attorney, are the 
incorporators. He said that engineering 








work in the field had been completed but 
he did not know how soon actual mining | 
operations would start. Full scale oper- | 
ations have not been used since 1920. | 











GRAND BOOKS 
GIFTS PER 






TRIP, 
HOME... 


Feature them as a sales item. They'll 
capture the fancy of brides-to-be, and of 
friends seeking bridal gifts. The range of 
about seventy books includes Wedding 
Memory, Gifts and Guests, Shower and 
Anniversary Records, ete. 


Numbers especially suited to the Jewelry 
Store retail $1] to $2—for bindings of 
Moire, Vellum and simulated leather—to 
$6 and $8 for books covered in superb 
white kid leather and exquisitely gold 
stamped. 


Many jewelers find it profitable to present 
the bride-to-be coming after her invita- 
tions, silverware and other bridal pur- 
chases, with one of these beautiful Mem- 
ory Books. No better way to win her 
good will and future business. 





W. 246—List $8.00 ea. 





W. 262—List $2.50 ea. 


Send for Catalog and recent folders 


C. R. GIBSON 
& COMPANY 


Lithographers & Publishers 
NORWALK - Connecticut 


These books are sampled at our New York 
Display Rooms, 225 Fifth Avenue—in 
charge of Mr. D. W. Chatterton. 
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STONE HEADQUARTERS SINCE 1901 


Jobbing and Lapidary Depts.: 71 Nassau St., N. Y. 
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WHEN you are up against 
it for the right stones—at 
the right time and the right 
price—don’t walk in circles 


. .. Come, write or phone to 


our nearest office. We have 
been “Stone Headquarters” 
since 1901 
tions of wholehearted coop- 


. Two genera- 
c 


eration with the trade. Three 


offices, conveniently located, 


for accelerated service in 
everything in stones—from 


Amethyst to Zircon. 


Stone Cutting and Encrusting 


§ WITH & 00. F 


INCORPORATED 


| 
@ In our Lapidary Department— | 
| 


IMPORTERS 
PRECIOUS STONES and 


CUTTERS of 
PEARLS 


fomane| 


610 FIFTH AVENUE 
NEW YORK 


N\ 
a a an 
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Providence Branch: 40 Fountain St. 
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New Hampshire R.J.A. Convention 
Draws 248 to Seaside Resort; 
All Officers Reelected 


| qThe New Hampshire R.J.A. held its 


26th annual convention at “Wentworth 
by-the-Sea,” June 24-25, with a record 
breaking attendance of jewelers” from 
New Hampshire and guests from all sec- 
tions of New England. Work the first 


| day and play the next has made these 


New Hampshire gatherings a great suc- 
cess and the ideal location affords a 
wide range of sporting events. Various 
speakers stressed the significance of the 
national defense program and how to 
meet the new conditions. Those who 
spoke were: Edward Y. Blewett, Dean 
of College of Liberal Arts of New 
Hampshire University; Edward 0. Otis, 
executive secretary of the New England 
Manufacturing Jewelers’ and Silver- 
smiths’ Association; Elliott S. Board- 
man, economist of the Federal Reserve 
Bank, Boston; Charles J. Michaels, re- 
gional vice-president, ANRJA; William 
D. MeNeil, executive secretary, and 


June Hamilton Rhodes, style counsellor, 


of the Jewelry Industry Publicity Board. 
Mrs. Rhodes said that she refused to be 
downeast by the darker picture drawn 
by some of the previous speakers and 
said women will always have adornment. 
An open forum proved a most interest- 
ing event and the allotted time was all 


too short for a general discussion of 
the many problems. Mrs. Harry Col- 
burn, Hanover, had as her subject, 
“Discounts”; George W. Stuart, Con 


cord, gave an illustrated talk on window 
trimming; G. Herbert Wood, Manches- 
ter, spoke on “How to Obtain Publicity 
For Your Store,” and Robert A. De 
Montigny, Nashua, spoke on gift depart 
ments. The full day of play started at 
9 a. m., Wednesday, with about 200 
registered for the events. Singing at the 
banquet was led by Miss Florence Flem 
ming, and Bill Cunningham, sports edi 
tor of the Boston Herald, was the guest 
speaker, and 248 persons followed closely. 

All officers were re-electéd as follows: 
leonard H. Vancore, Colebrook, presi- 
dent; Marjorie A. Noury, Manchester, 
vice-president; Mrs. Addie Fisk Goodell, 
Epping, secretary-treasvrer; and execu 
committeemen, Robert De Mon 
tigny, Nashua; Charles W. Hatch, Clare 
mont; Joseph A. Malloy, Portsmouth; 


Mrs. Harry Colburn, Hanover; Elmer 
Cole, 


I. Portsmouth. 





Officers and guests in attendance at the con- 
vention of the New Hampshire R.J.A., late in 
June, at Wentworth-by-the Sea, were from left 
to right, front row: Frederick Widmer, president 
Massachusetts-Rhode Island R.J.A.; Leonard H. 
Van Core, president, and Addie Fisk Goodell, 
secretary, N.H. R.J.A.; Wilson A. Streeter, mem- 
ber of the Jewelers' Tax Committee; Blaine 
Libbey, Boston Jewelers Club; back row, William 
D. McNeil, executive secretary, Jewelry Industry 
Publicity Board; Henry R. Arnold, guest; Charles 
J. Michaels, vice-president of ANRJA; Marjoric 
A. Noury, vice-president, N.H. R.J.A., and Myer 
J. Kassner, Gemologist. 








Lindsay Trask Succeeds L. J. Eno 
As President of Maine R.J.A.; 
Streeter Gives Tax Talk 


The Maine R. J. A. held annual meet 
ing and election of officers at Portlan i 
June 23, when Lindsay ‘Trask, Farming. 
ton, was clected president, succeeding r. 
Jerome Kno, Skowhegan. Kdward Coffin, 
Portland, was elected first vice-presi- 
dent; Mrs. Alberta Chesley, Presque Isle 
second vice-president, and Henry Nolin, 
Lewiston, secretary and treasurer. 
Morning and afternoon sessions were 
held at the country club, speakers jn- 
cluded William D. MeNeil, of New 
York, talking on publicity for the jew- 
elry industry; Wilson A. Streeter, Phil- 
adelphia, whose subject was taxation: 
Dr. Kdward Wigglesworth, director of 
the Boston Museum of Natural History 
who gave an interesting talk on gem. 
ology, and Charles J. Michaels, Hart- 
ford, Conn., who outlined ANRJA aec- 
tivities. : 

The entertainment program included 
bridge. The golfers trailed Frank 
Jackson, of D. C. Percival Co., Boston, 
who took first prize, and Edward Cotter, 
jeweler of Lowell Mass., who ended in 
second place. The evening session and 
dinner was held at the Hotel Lafayette, 
with June Hamilton Rhodes represent- 
ing the Jewelry Industry Publicity 
Board, as principal speaker. Delega- 


tions from Massachusetts, New Hamp- 
shire, 
tended. 

J. EK. Caldwell Co., old Philadelphia 
jewelry store, air-conditioned its store, 
last month. 


Vermont and Rhode Island at- 
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luarrings in various patterns in 14 Kt 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER &CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 
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q Zaharoft, I td., manufacturers, special- 
izing in mother-of-pearl jewelry, oc- 
cupied new quarters at 109 S. 5th St., 
Brooklyn, July 15. 

q LeRoy Haviland Fontan, Jr., manager 
of Frank TT. May Co., jewelers, 2 W. 
wed to Miss 


45th St., recently was 
Thelma Alida Van _ Houten, of The 
Grove, Lincoln Park, N. d. 

Broven and Leon Brozen, 


q Prosper ; 
partners, doing business as_ the B. B. 
Crystal Co., are continuing the business 
in the manufacture of faney watch erys- 
tals formerly conducted by the B. B. 
Crystal Co., Ine. 

4 Richard Sidney Gough, retired part- 
ner of Carter Gould & Co., old manu- 
facturing jewelry firm of Newark, N. J., 
died June 23. He was a graduate of 
Princeton, Class of 1915. He served on 
the Mexican border in 1915, and as a 
lieutenant with the A. EF. F. 

q William D. MeNeil, executive secre- 
tarv of the Jewelry Industry Publicity 
Board, has been named treasurer of the 
National Council for the Promotion of 
Father’s Day, Inc. Mr. McNeil has been 
a member of the executive committee 
since the formation of the Council about 
three years ago. 

q Men connected with the jewelry trade 
may now make registration for enroll- 
ment in the class in jewelry designing 
taught by Christian A. Jakobb, at 
Mechanics Institute. 20 W. 44th St. 
There is no tuition. Mr. Jakobb will also 
conduct a private class for both men and 
women, at Room 316, 19 W. 44th St., 
beginning Sept. .7. : 


q Georg Jensen, Ine.,  internationally- 
known | silversmiths, last month = an- 
nounced its fourth expansion since it 


took the store at 667 Fifth Ave. in 1935. 
It has leased the adjoining corner prop- 
erty at 671 Fifth Ave., which will give 
it a frontage of 62 feet, and a_ total 
retail selling area of 27,000 square feet, 
as compared with its first space of 7000 
square feet. 

q The latest of several defense orders 
received by the Benrus Watch Co., 200 
Hudson St., is an $83.900 War Depart- 
ment contract for the manufacture of 
centrifugal gears and shafts. There has 
been a substantial increase in personnel 
and a considerable amount of new equip- 
ment has been installed at the Water- 
bury plant where all such work has been 
handled since the first of the year. 

q Bernard W. Bernthal has entered the 
employ of the Atlas China Co., Inc., 27 
W. 20th St., as assistant to his father, 
Samuel Bernthal, head of the firm, who 
is widely known in the trade. Young 
Bernthal, who graduated from N.Y.U. 
this year, is well acquainted with the 
field he is entering, having assisted his 
father in an unofficial capacity for 
several years. His college thesis was en- 
titled, “The Art of Fine China Making.” 
q Herbert I. Kolberg, president of the 
Pioneer Watchease Co., Mount Vernon, 
N. Y., was one of the representatives of 
some 200 small plants who attended a 
“defense production clinic” in Albany, at 
which Gov. Herbert H. Lehman and 
others spoke on how manufacturers can 
convert their facilities from peacetime 
to national defense production. Henry 
L. Sperling, representing the Jewelry 
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Crafts Association, interested several 
prime contractors in his group's facilities. 
q A warning to all job-seekers to be- 
ware of mulcters who offer to secure 
employment for a consideration has been 
issued by the New York State Employ- 
ment Service. The increase in employ- 
ment opportunities in the defense pro- 
gram has apparently provided breeding 
ground for a new kind of racket which 
feeds on the eagerness of men and wo- 
men for work. Under no circumstances 
does the New York State Employment 
Service provide an employer with the 
names of job-seekers to be contacted di- 
rectly by the employer. When it refers 
a qualified applicant to a job, it calls 
him in to its office, by telephone, tele- 
graph or mail and gives him a card of 
introduction to the employer. All job- 
seekers are warned to make no payment 
to anyone except under carefully con- 
trolled conditions. 

q William Elder Marcus, president of 
Marcus & Co., Fifth Ave. jewelers, was 
signally honored recently when the 
American Library Association, at its 
convention in Boston, named him for one 
of the two awards to library trustees for 
“distinguished service.’ They were the 
first two awards of the kind ever to be 
made. Mr. Marcus, Yale 06, has served 
on the Board of Trustees of Montclair, 
N. J., Library for 21 years, for the last 
twelve as its president. He has inter- 
ested himself in staff relations, sick 
leaves, pensions and staff education; in 
interpreting library service to tax-ap- 
propriating bodies, in improving the bus- 
iness methods of libraries and in clarify- 
ing their problems of administration. He 
is the co-author of two books in the 
library field: “Portrait of a Library,” 
and “Library Costs and Budgets.” 


Frackmans, Horton Deny F.T.C. Charges 
q The Frackman Diamond Corp., and 
Morton Frackman, Joseph Frackman 


and Gilbert E. Horton have filed answers 
to a complaint recently issued by the 
Federal ‘Trade Commission, charging 
them with misrepresentation in the sale 
and distribution of jewelry. Gilbert E. 
Horton in his answer denies the charge 
that the statements quoted in the catalog 
of Horton Fifth Avenue Jewelers, 545 
Fifth Ave., and distributed through sev- 
eral states, were misleading. He specifi- 
cally alleges that its prices are authentic 
manufacturers’ wholesale prices and are 
substantially lower than the usual retail 
prices of the same or similar article of 
comparable quality sold by other retail- 
ers. The answer also denies that repre- 
sentations as to carat weight, including 
the weight of all diamonds in certain 
rings, misled the buying public and de- 
clares the representations conform to 
the usual customs in the sale of such 
jewelry. Frackman Diamond Corp., 
Morton Frackman, and Joseph Frack- 
man in their joint answer assert that 
the retafl business is a separate business 
conducted under the trade name of 
Horton Fifth Avenue Jewelers and that 
while the corporation owns and operates 
Horton Fifth Avenue Jewelers, the cor- 
poration conducts only a wholesale busi- 
ness and does not publish the catalog 
mentioned in the complaint or make re- 
tail sales. 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











71 Nassau St. 


FRIEDMAN GEM CO., INC. 


ROYAL MARCASSITES | Sizes 1 to 12 
CULTURED PEARL NECKLACES 
ZIRCONS White and Blue, Round 


White and Blue, Fancy 
CHINESE JADE 
New York 











Grarr, WasHsourne & Dunn 
Fine SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 














OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 
NORMAN M. MORRIS 
WATCH CORP. 
608 Fifth Aye. New York 








ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CREST @ DRILLERS 





$s 
@ COATS-OF-ARMS @ GEM CUTTERS 


e@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 








"The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


116 NASSAU ST., NEW YORK, N. Y. 














BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 


DOUBRAVA CO. 
12 John St., New York City 
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LAY-AWAY *. >< 
GIRCULARS 


* TO BOOST YOUR 
4%” = XMAS _ BUSINESS 
Write today for free sample of 
dramatic, two-color Xmas circulars, 
now ready. Mail early—mail often 
and you'll do a bigger and better 










Christmas business. 
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§. J. SURNAMER CO.—370-7th Ave., N.Y. 








NOTICE TO ALL JEWELERS 


Special order work and original hand-crafted designs in 
Sterling Silver by Peer Smed, Silversmith. 
Augmenting the special order work for which he is 
noted to jewelers, Mr. Smed announces an unlimited line 
in sterling silver, including pins, rings, brooches, etc., 
sterling novelties, flat and hollowware. Prices begin 

at $3.50 retail. 
Address all inquiries to: 


PEER SMED, Silversmith 


30 Irving Place, New York City 








9 PATENT Your IDEAS 


y a Sketch or Model 
of your invention for 






. = i i ———~" searched 
for ANY Invention or Trade Mark 

















RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 














EXPERT HAIRSPRING 
VIBRATING 


Of all Precision, Normal, 
Abnormal, Flat, Breguet 
and non-magnetic Hair- 
springs. 24 Hour Ser- 
A trial order will convince you of our 





vice. 
Quality work. 


UPTOWN HAIRSPRING SERVICE 


10 W. 47th Si. 


“JADE” 
*‘The Gem Of Ages’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE Gems Co. 


20 West 47th St. 


New York, N. Y. 











New York 








LADIES’ PLATINUM 
& GOLD MOUNTINGS 
Solitaire - Wedding - Fancy 

GENTS' RINGS 
Plat. & Gold 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
47th ST. 





: 6 : 
K.W. 507 NEW YORK, N. Y. 


K.8. 507 
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CALENDAR OF COMING EVENTS 


AUGUST 
4-9 Western Fall Market (Gifts) Western Merchandise San Francisco 
Mart 

4-15 Chicago Gift Show Palmer House Chicago 
4-16 Merchandise Mart Gift Show Merchandise Mart Chicago 
10-15 San Francisco Gift Show Palace Hotel San Francisco 
24-28 ANRJA-NACJ Combined Trade Show 

and Conventions Hotel Sherman Chicago 

24-28 Seattle Gift Show Olympic Hotel Seattle 
25-29 New York Gift Show Hotel Pennsylvania New York 
25-29 225 Fifth Ave. Gift Show 225 Fifth Ave. New York 
25-1 Allied Gift Show Hotel Adolphus Dallas 

25-1 Dallas Gift Show Baker Hotel Dallas 

3!-1 Tennessee Watchmakers & 

Jewelers Convention Hotel Patten Chattanooga 
SEPTEMBER 

1-5 Detroit Gift Show Hotel Statler Detroit 

7-8 Oregon State Jewelers Convention Portland 
8-12 Boston Gift Show Hotel Statler Boston 

9-13 Parker House Gift Show Parker House Boston 
14-15 lowa R.J.A. Convention Hotel President Waterloo 
22-26 Philadelphia Gift Show Hotel Benj. Franklin Philadelphia 











NEW RETAIL ENTERPRISES 

















Hackensack, N. J. To open in Sept. 


Abelson’s, Inc., 167 Main St., 
Alden Adams, mgr. 


Art Jewelry Co., 39 Pleasant St., Newburyport, Mass. 

Barry’s Credit Jewelers, Phillips Bldg., Rock Hill, S. C. 

Sidney Blitz, E. Ohio St., Pittsburgh, Pa. 

Bond Jewelers, 138 Sesmond St., Sayre, Pa. Claude McKean, mgr. 

W. H. Boswell, 430 Broadway, N. Seattle, Wash. 

Bozeman Jewelry Co., Bozeman, Mont. C. Burt Johnston, prop. 

Dame & Wilson Jewelry Store, 710 Main St., Richmond, Ind. Kenneth Hugh Dame and Raymond 
L. Wilson. 

Henry Di Pietro, 7354 Frankford Ave., Philadelphia, Pa. 

Edwards Jewelry Store, 210 S. 5th St., Springfield, Ill. 

Ben H. Fox, 36 Broadway, Milton, Pa. 

Greenwold, Inc., 161-03 Jamaica Ave., Jamaica, N. Y. : 

Hasinger’s Jewelry Store, 1458 Broadway, Burlingame, Cal. William F. Hasinger. 

Herbert’s, 1458 E. Ave., Parkchester, N. Y. H. Herbert, owner. 

Edison Hirth, Reynoldsville, Pa. 

Richard Hug, 8378 Vine St., Hartwell, Cincinnati, O. 

Jimmy the Jeweler, 29 E. Main St., Bloomsburg, Pa. 

Herbert Kromholz, Silverton, Cincinnati, O 

Lee Jewelers, 8 Speedwell 'Ave., Morristown, N. J. Mannie Siegel, mgr. 

Frank J. McCarthy, 263 Essex St., Boston, Mass. 

Minneapolis House Furnishing Co., 22-26 S. 5th St., 

Frank W. Petett, Boulder Creek, Cal. 

Pfeifer’s, Little Rock, Ark. Jewelry department. William Bearsh, mgr. 

Platt Jewelry Co., 116 Union Ave., Memphis, Tenn. 

Ramsey Jewelry Store, Swedenburg Bldg., Ashland, Ore. 

John P. Redgate, 503 Trapelo Road, Belmont, Mass. 

Frederic Rose, No. 2312, 515 Madison Ave., New York. 

Royal Jewelers & Clothiers, S..Main St., Harlan, Ky. Jack Friedman, prop. 

Selle’s, 502 Central Ave., Hot Springs, Ark. L. A. Coursey, mgr. 


John Ralston, mer. 


Minneapolis, Minn. 


C. R. Ramsey. 





REMODELINGS AND REMOVALS 





Baird-North, 288 Westminster St., Providence, R. I. New location. 

W. J. Barker, Schmidt Bldg., Cincinnati, O. New location. 

A. Bartley & Son, 237 Church St., Norfolk, Va. Modernized. A. Bartley, mgr. 

A. Bartley & Son, 317 Granby St., Norfolk, Va. New location. Edward Bartley, mgr. 

Conley E. Bowman, LaFollette, Tenn. New location. 

Harry J. Carlson, 2018 Hall Ave., Mavinette, Wis. New location. 

Crown Jewelry & Sporting Goods Store, 116 W. Broadway, Hobbs, N. M. New location. 
August Diehl & Son, 24 E. Main St., Belleville, Ill. New location. 

Max Frantz, 3089 Kensington Ave., Philadelphia, Pa. New front. 

Fred Garrabrant, LaPorte, Ia. Taking new location about Sept. 1. 

Gray’s Credit Jewelers, .412 S. Main St., Tulsa, Okla. Louis B. Klar, prop. 

Hawthorne Jeweler, 200 Diamond Bridge Ave., Hawthorne, N. J. Lewis Marrow, prop. 
M. A. Jahnke, Inc., 20514 E. Franklin St., Richmond, Va. New location. 

J. Arnold Johnson, 2028 W. Superior St., Duluth, Minn. New location. 

Herman Kimmel, Fagan ‘Arcade, West Palm Beach, Fla. New location. 

Koke Jewelers & Optometrists, 2523 N. 14th St., St. Louis, Mo. Modernized. Henry A. Koke and 
Dave Ottersbach. 
Kroehnte’s Jewelry Store. 

Kroll the Jeweler, Main St., Fast Orarge, N. 7. New location. 
Lurie’s Credit Jewelers, 423 Pike St.. Seattle, Wash. Doubling space. 
Milton E. Meyers, St. Cha-les, Mo. Modernized. 

Modern Jewelers, 4th & Pike St.. Seattle. Wash. New location. W. Rock and F. J. Gleeson. 

C. H. Mogle, 115 E. 9th Ave.. Winfield. Kan. New location. 

Mulford Jewelry Co., 26 E. Main St., Memph’‘s, Tenn. New location. 

Newton Jewelry Store, Graham, Tex. Modernized. 

Rudolph L. Owen, Crawford Hotel, Carlsbad, N. M. Modernized. 

Regoway Jewelers. 3rd Ave. & Alder St., Poctland, Ore. Albert Rogoway, prop. 

Romero Jewelry Store, Abbeville. La. Modernized. W. J. Romero. 

Sass Jewelry Store, Lee Bldg.. Three Oaks, Mich. New location. Lorenz R. Sass. 

Saunders Jewelers, 152 Main St., Hackensack, N. J. New location. J. M. Saunders. 

T.eonard Schmidt. 2nd National Bank Blde., Cincinnati, O. New location. 

Wm. Schubach, 2435 Washineton Blvd., Ogden, Utah. Gift shop installed. Miss Toy Schubach. 
Shryock Jewelry Co., Main St., Malvern. Ark. New location. 

Harry Siegel, 5 E. 6th St.. Cincinnati. O. Modernized. 

Robert R. Sourber. 28 W. Broad St.. Tamaqua. Pa. Building new store. 
Stone Bros. Co., 8th & Olive Sts., St. Louis. Mo. New location after Oct. 1. 
Terus Jewelry, 800 Broadway. Gary, Ind. New location. 

Turk’s Jewelry Shop, 4191%4 Main St., Houcton, Tex. New location. Theodore Turk. 
Charles E. Unwin, 5 N. 6th St., New Bedford, Mass. New location. 


Ottawa, Il]. New front. 


Meyer Lurie. 


Max and T. Stone. 
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Public to be Acquainted 
With American Gem Society 
Through Newspaper Ad Campaign 

An advertising campaign devoted 
largely to familiarizing the buying public 
with the nature and purposes of the 
American Gem Society and the qualifica- 
tions of its Registered Jewelers will be- 
gin in September. The Christian Science 
Monitor, with complete coverage in the 
United States and Canada, has_ been 
selected as the medium. 

The campaign, according to present 
plans, is to run for one year, but is in 
the nature of a “trial balloon” for con- 
tinued advertising in this and other 
monthly or weekly periodicals distributed 
in these two countries. 

The ads will include a certain amount 
of informative copy on diamonds and, 
perhaps, other gems. A.G.S._ publica- 
tions such as “Jewelry & Jewelers” and 
the booklet, “Diamonds,” will be offered 
to the public. In contemplating future 
campaigns the A.G.S. officers and Ad- 
vertising Committee are considering a 
greater amount of desire-creating copy 
for diamonds and other gems. 

Such a program has long been ad- 
vocated by A.G.S. members and was 
under discussion at the 1941 Conclaves 
in St. Louis and Newark, last March. 


Bulova Golf Hotly Contested 


The going was tough from the start in 
the annual Bulova’ employees golf 
tournament, reports our roving observer. 
The date of the tournament, Saturday, 
June 28, was one of those days when the 
sun beat down mercilessly, which may 
have been the reason for one foursome 


seeing a mirage of the 18th hole on what 


When 


actually proved to be the 14th! 
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SUCH FORM! Dave SAMUEL P. EPSTEIN, 

Wohl swung like this who entertained all at 
178 times! lawn party. 


they reported at the clubhouse, it was 
discovered that Old Sol, or something, 
had played a dirty trick on them and 
caused them to skip four holes! 

Two really noteworthy golfers, Dave 
Wohl and Ted Ricken, required personal 
auditors to keep track of their strokes 
as they battled nip and tuck for high 
score, but finally, the indomitable Wohl 
heroically struggled through with the 
amazing total of 178, and was rewarded 
with a prize for his labors. Low gross 
and first prize were again captured by 
Ray Warren, advertising manager. Perry 
Walters, credit manager, turned in the 
low net score for second prize. All this 
took place at the Hickory Country Club 
in| Westchester County, New York. 
Prizes were distributed that night at a 
lawn party given by Sam Epstein, vice- 
president and sales manager, at his home 
in New Rochelle. 
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Platinum, Gold Laws 
Take Effect Aug. 24 
In California 


One of the most important legislative 
developments of the year was the enact- 
ment of gold and platinum stamping 
laws in California, which take effect on 
Aug. 24. California thus becomes the 
first state to have a gold marking law 
and the fourth to have a law regulating 
the marking of platinum. 

While the California Gold Stamping 
Act is not as comprehensive or definitive 
as the commercial standard covering the 
marking of articles made of karat gold, 
the state platinum law is even more com- 
prehensive than the platinum commercial 
standard which it follows closely both in 
meaning and terminology. 


Canadian Railroaders' Watches 
Must Be Checked Fortnightly 


All employes of the operating depart- 
ment of the Canadian National Railways 
must have an inspector pass on their 
watches every two weeks. Men con- 
cerned in train operations are instructed 
not to reset their own watches, that task 
being the responsibility of the inspector. 
The rules limit the variation to 30 sec- 
onds in seven days. 


qVhe courts have approved the petition 
of Richard C. Bastheim to change his 
name to Richard C. Barrett. He is vice- 
president of E. Bastheim & Co. The 
trade name of the firm will remain as 
heretofore. 

4“Dick” Liddicoat of the Research and 
Education Department of the Gemologi- 
cal Institute and Mrs. Liddicoat made a 
flying automobile trip from Los Angeles 
to their home in Ann Arbor, Mich., for 
their summer vacation. 

qA recent visitor to the Los Angeles 
headquarters of the G.I.A. and A.G.S. 
was Edward Trian, of the Hess & Cul- 
bertson Jewelry Co., St. Louis. Mr. 
Irian was in Los Angeles for the con- 
vention of the Federated Music Clubs. 
qK. B. Kirk, Kirk-Rich Co., is on an 
extended eastern business trip which will 
take him the rounds of all the firm’s 
offices, including the one in Toronto. He 
is expected back in his home office about 
the latter part of September. Mrs. Kirk 
is also in the east, making her headquar- 
ters for a few weeks in Detroit. 

qH. W. Slaudt, president of Koke, 
Slaudt & Co., back from his semi-annual 
trip to Honolulu, finds plenty of busi- 
ness in the Islands in the better grades 
of jewelry. This business is entirely felt 
in the downtown business district and 
not in the Waikiki or tourist section. 
Representative jewelers there, he reports, 
are making increases of from 50 to 60 
per cent a month. Tourist business is 
considerably off, but the great increase 
in the armed forces of the United States 
accounts for the business gain. A great 
many marriages accounts for the increase 
in the diamond business, while the silver 
business is about normal. In comment- 
ing on West Coast trade conditions, Mr. 
Slaudt observed the continued popu- 
larity in the charm business. They’re 
still selling well in the larger cities and 
now the jewelers in the smaller com- 
munities are doing a good job with them. 














Fine Gold .99975 — 


JOSEPH SLOVES 


Refiners Assayers 
149 Canal St., New York City 
Lic. No. NY-5R13-415 








— WATCH REPAIRING — 
For the Trade 
Prompt Accurate Service 
EXCHANGE WATCH REPAIR CO. 


155 CANAL ST. NEW YORK 
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LOW PRICED 
PEARL 
TUXEDO SETS 
BUTTONS STUDS 
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FRANK FLYNN 


93 Sabin St. Providence, R. I. 
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WRITE FOR 
REVISED 


SERVICE PRICE LIST 
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A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 








GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“*22 years at the same 
address” 
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Z'BNKILTON 


HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON 24,384!274.87x 














YARD F. BROGAN 


Manulacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street « Philadelphia 











yy, 
30% DIAMONDS 


Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 
LOWEST PRICES & PROMPT SERVICE 
WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
SUPPLY CO., INC. 

134 S. 8th Street Philadelphia, Pa. 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘Your 
Future and Our Sehool”’ 
JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 














MHLGINS BELMAR 


WATCHES 


LOUIS SICKLES 


1015 Chestnut st. Philadelphia. Pa. 
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q Jennie Carson, one of the oldest pearl 
stringers on the street, has just started 
business again at 731 Sansom St. 

q Josef Milner, of the House of Milner, 
728 Hansom St., recently returned from 
a trip by airplane to Texas where he 
bought merchandise. 

qGeorge W. Hurlburt, of H. O. Hurl- 
burt & Sons, 817 Chestnut St., expected 
to return July 22, after a three-week 
vacation near Hawley, Pa. 

q Charles Harrison, of Bailey, Banks & 
Biddle Co., returned July 14 from a 10- 
day trip to Charlottesville, Williamsburg, 
Va., and other points south. 

q Michael Orloff, of the House of Milner, 
and Armand Jacoby, of Aisenstein & 
Gordon, 712 Sansom St., will spend the 
first and second weeks of August in the 
Adirondacks. 

qThree leading Chestnut St. jewelry 
establishments are closing on Saturdays 
during July and August. They are 
Bailey, Banks & Biddle Co., J. E. Cald- 
well & Co. and S. Kind & Sons. 

q Mayor George E. Brunner, of Camden, 
N. J., officiated at the opening of the 
remodeled Huberman Jewelry Store in 
that city, and congratulated Ralph E. 
Huberman, owner, upon the store’s new 
appearance. 

q Earl Gutekunst, of Joseph B. Bechtel 
& Co., 729 Sansom St., left last month 
for a week’s vacation trip to Central 
Pennsylvania. He expected to stop at 
the Indiantown Gap Military Reserva- 
tion, home of the 28th Division. 

q Ralph Huberman, former president 
of the Retail Jewelers’ Association of 
Kastern Pennsylvania, and Philip Kind, 
of S. Kind & Sons, Chestnut St. at 
Broad, have been appointed co-chairman 
of the Jewelers’ Committee for the Al- 
lied Jewish Appeal. 

q Bailey, Banks & Biddle Co., 1218 
Chestnut St., on June 30 purchased the 
Dreka Co., formerly at 1121 Chestnut 
St., an old established stationery firm 
in Philadelphia. George W. Rehfuss, 
formerly of the Dreka Co., is now with 
the stationery department at Bailey’s. 

q The second annual dinner-dance of the 
Retail Jewelers’ Association of Phila- 
delphia and Eastern Pennsylvania will 
he held Oct. 16, at the Bellevue-Stratford 
Hotel. An _ outstanding entertainment 
program is shaping up under the direc- 
tion of George Lyons, of S. J. Lyons 
Co. Philip Kind is chairman of the 
arrangements committee. 

q Pennsylvania jewelers who visited the 
city late in July included: James Wacht- 
ler, Nanticoke; Gustave Rietzen, Ash- 
land, and A. Kramer, of the Dickinson 
Jewelry Store, Oil City. Mrs. Cyrus 
Shoch, wife of the Huntingdon, Pa., 
jeweler, visited in Philadelphia with 
members of her family and journeyed 
to Wildwood, N. J., for a vacation. 
qH. R. Pedrick, vice-president of the 
Horological Guild of Philadelphia, at- 
tended the national convention of the 
United Horological Association of Amer- 
ica in Duluth, Minn., June 22 to 24. Mr. 
Pedrick represented Pennsylvania watch- 
makers. The Philadelphia Guild will 
start in September with an educational 
program which is to be one of the fea- 
tures of the society’s activities for the 
coming year. 

q The 28th annual picnic of the Sansom 
Street Business Men’s Association was 

















scheduled to be held at the Melrose 
Country Club, July 26. Members with 
businesses on the south side of the street 
were to be captained by H. Norman 
Hinde in the competition for the “San. 
som Street Sports Trophy.” Their North 
Side opponents were headed by John 
M. J. Costello. Approximately 150 per- 
sons were expected to attend. 

q Nearly 35 members of the staff of 
Bailey, Banks & Biddle Co. were guests 
of J. B. Haines, Philadelphia advertising 
man, in the annual outing the latter 
holds for store employees at his home 
in Gwynedd Valley. A baseball game 
featured the sports program, with the 
team headed by Harvey Lippincott de- 
feating that captained by Joseph Ful- 
coly. The guests enjoyed a supper and 
refreshments and an entertainment pro- 
gram and singing. Robert Blockinger, 
of the store, made a hit with his display 
of magic and sleight-of-hand. 





Pennsylvania Jeweler's Son 
Killed When His Navy Plane Crashes 


One of the first men to make the su- 
preme sacrifice since the start of the in- 
creased defense effort was the son of 
Rudolph H. Hirsch, jeweler at Harris- 
burg, Pa., who cracked-up while making 
a take-off from the plane-carrier Ranger, 
near Norfolk, Va. Three weeks later 
his body was washed ashore. It was the 
jeweler’s sad duty, last month, to go to 
the Norfolk naval base to take posses- 
sion of the young man’s effects. 


Seattle Jeweler Beaten by Thugs 


It was almost “lights out” for Irving 
M. Bennett, long-established Seattle 
jeweler, who was brutally assaulted and 
slugged by a gun-wielding bandit, on 
July 15, in his store at 815 Pine St. 
He was taken to King Co. hospital and is 
now recuperating from severe head 
wounds. He had been working at his 
bench in the late afternoon when two 
men entered, whom he took to be cus- 
tomers. Suddenly one of them was be- 
hind the counter, in broad daylight, with 
a gun. When Bennett arose he was 
struck again and again with the butt 
of the revolver, until he slumped 
unconscious to the floor, when a _ haul 
was made of gems, uncut stones, per- 
sonal diamond jewelry, cash and other 
loot, but Bennett in the hospital has 
had no chance as yet to check his loss. 


George Kleitz Dies, Aged 64 

George Kleitz, jewelry wholesaler of 
Wilmington, Del., died of heart attack 
July 24. He was 64 years old. At the 
convention of the Maryland-Delaware- 
District of Columbia RJA, last May, he 
had been elected honorary life president. 
Besides his widow, two sons, George T. 
and Howard W., and two daughters sur- 
vive. 














Philadelphia College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


yBroad and Somerset Streets 
PHILADELPHIA, PA. 
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q Felch & Co., progressive manufactur- 
ers of “Danecraft” Sterling Silver jew- 
elry, of 158 Pine St., Providence, have 
purchased and are remodeling the build- 
ing at 25 Bucklin St., Providence, to 
which they expect to move Aug. 15. New 
facilities practically double the present 
manufacturing space. 

Cohn & Rosenberger, jewelry manu- 
facturers, have received further orders 
for collar insignia from the War De- 
partment during the past month. While 
most of the orders for collar insignia 
are relatively smail in dollar volume, 
Cohn & Rosenberger has received a con- 
tinuous flow of such contracts since the 
defense program was started. 

A survey by the New England Manu- 
facturing Jewelers & Silversmiths Asso- 
ciation shows that 27 plants in the Prov- 
idence-Attleboro district were closed for 
vacations during the period from June 
27 to July 7 and that nine plants were 
closed during the week ended July 12. 
Other plants were scheduled to close dur- 
ing the latter part of July and early 
August. Eighteen concerns are sched- 
uled to operate without vacation closings. 
q The jewelry manufacturing industry 
has taken a prominent part in a recent 
wave of industrial building in Rhode 
Island. The Dexter Corp., makers of 
watches, recently took out a building per- 
mit for the construction of a $125,000 
factory at 425 Dexter St. The new 
building will be one story high and 262 
by 196 feet in dimensions. Cleinman & 
Sons Co. plans to remodel the old Fed- 
eral St. School, which it acquired some 
time ago, for light manufacturing oper- 
ations. 

q Baird-North, one of the oldest retail 
jewelry stores in Providence, is now lo- 
cated in its new, air-conditioned store at 
288 Westminster St. in the heart of the 
business district. The new quarters, 
scientifically illuminated, offer many 
unique examples of modern store design, 
including a novel show window arrange- 
ment. The store has carried much local 
advertising to acquaint the public with 
the change in location from Weybosset 
St., where the business was housed for 
many years, 

q Four new firms have been incorporated 
in the State of Rhode Island for the 
manufacture of jewelry. King Products, 
Inc., has been incorporated by Harold R. 
Semple, Alice R. Hidler and Matthew 
W. Goring to make and sell jewelry in 
the City of Pawtucket. Lupien Co., 
Inc.. Pawtucket, has been formed by 
Priscilla H. Durfee, Helen D. Bennett 
and Anna M. Nolan. The Marley-Hall 
Co. has been incorporated by Arthur E. 
and Rose T. Marley and S. Eugene Hall. 
The fourth concern, the Reliable Mfg. 
Co., had as its incorporators Samuel H. 
Workman, Louis Mollo and Harold C. 
Arcaro. 


Jewelry Payrolls Up 38% in June 


q Statistics on payrolls and the number 
of employees in the Rhode Island jewelry 
manufacturing industry indicate contin- 
ued sharp advances in the level of ac- 
tivity when compared with that of last 
year. Figures just released by the State 
Director of Labor show that the number 
of workers in the industry inereased 
during the month of June and that the 
total for that month was 21.2 per cent 
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above that in June, 1940. Similarly, a 
report on payrolls by the Boston Fed- 
eral Reserve Bank shows June payrolls 
6.5 per cent above those for May and 
38.3 per cent higher than the total for 
June, 1940. Payrolls during June aggre- 
gated $1,647,767. 


Recommended Jewelry Wage 
Still Under Consideration; 
Some Oppose Ban on Home Work 


Wage-Hour Administrator Brig. Gen. 
Philip B. Fleming has taken under ad- 
visement the recommendation of the new 
jewelry industry committee for a mini- 
mum wage in the industry of 40 cents 
per hour. Hearings were concludéd in 
Washington, on July 15. 

The New England Manufacturing 
Jewelers and Silversmiths Assn., which 
is on record as favoring the 40-cent 
minimum, was active in earlier hearings 
and filed a statement in the most recent 
sessions. Representatives of the CIO In- 
ternational Jewelry Workers’ Union, the 
AFL and of the Watch and Jewelry 
Workers’ Union, appeared in favor of 
the minimum, while A. Mittenthal and 
Max Berkowitz, of the bead, novelty and 
handbag branch of the industry, regis- 
tered their opposition. 

Abolition of home work, which has 
been under fire by Rhode Island manu- 
facturers, was urged by representatives 
of the Labor Department and the Wage 
Hour Division and General Fleming, 
under the committee recommendation, 
may take steps to regulate or abolish 
this practice in some sections of the 
industry. 

The only warning against the 40c rate 
came from Edwin E. Salt, representing 
the Art Metals Works, Inc., Newark, 
N. J., maker of cigar and cigarette light- 
ers, ash trays and other smoking acces- 
sories, book ends, etc., claimed that the 
40c minimum wage might put out of 
business a lot of manufacturers of the 
cheaper grades of these goods. Salt said 
that a cigar or cigarette lighter is no 
longer a luxury but is a necessity. He 
proposed that rather than compel this 
latter group of manufacturers to adopt 
a 40c rate, they be placed in a separate 
and lower wage category. 





R. |. Jewelry Manufactures 
Worth More Than 25 Million 


The latest report of the Census of 
Manufacturers shows that Rhode Island’s 
costume jewelry industry is located en- 
tirely within the city limits of Provi- 
dence, with all 80 firms engaged in that 
division of the industry in 1939 being 
located in this city. 

The aggregate value of products pro- 
duced during the year by the costume 
jewelry manufacturers came to $13,939,- 
812 and was the largest for any industry 
in the city except that in the woolen and 
worsted industry. 

The major share of the manufacturing 
of jewelry of precious metals also was 
concentrated in this city, according to 
the report, with some 62 firms engaged 
in that field of production. The state’s 
production of such jewelry was valued 
at $11,169,678 during 1939. 





ARISTO 


Impermeable Watches 
A fine line of waterproofs 
to fill every demand. 
No. 307 Waterproof 7 jewel 
steel back anti-magnetic 
radium dial. List $17.00 
No. 308 Waterproof with 


trated. 7 J. 
Radium. 
No. 317 Waterproof, Shock- 
proof, Sweep Second, All 
Steel Case, 17 Jewels, 
Radium. List $31.50 
No. 417 Waterproof Self- 
winding, Shockproof, 9 K 
Rose Gold Case, steel back. 
List $65.00 


Will send samples 
on approval. 
Aristo Import Co., Inc. 
K 6 630 Fifth Ave 


Dept. 
No. 308 1 City, New York. 
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OFFICES 
347 51m AVE., NEW YORK, N. Y. 
105 CHESTNUT ST., NEWARK, N. J. 
CHICAGO + LOS ANGELES + SAN FRANCISCO 








2 W. 47th St. 


ZIRCONS 


in ali sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 


ZERNOR INC. 


BRyant 9-0294 N. Y. City 

















REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 

















SILVER COMPANY 


22 Patterns Sterling Silver 
M ANCHESTER 
Rhode Island 
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OUR 


NEW FALL LINE 


The Finest in the Whole Country 
—and backed by complete 


stocks to fill your orders 


promptly. 











Z1 WEST 
BALTIMORE ST. 


BALTIMORE, MD. 
“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@e@ JEWELRY e@ 





5 HOPKINS PLACE, BALTIMORE, MD. 
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CHULTZ 


#). G. Schult; Company 


423 E. Lombarc! s. 





Baltimore, Md. 





WATCH REPAIRING 
For the Trade Only 
Quality Workmanship Guaranteed 
4 to 5 day service 
SEND FOR OUR PRICE LIST 


ALBERT BINDER 
802 Sansom St. Philadelphia, Pa. 
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Bowen Scores Another Ace 


qCharles W. Bowen, of the Bowen 
Jewelry Co., Lynchburg, Va., who has 
gained a big reputation as a golfer, re- 
cently made his second hole-in-one, and 
is willing to take on all comers in the 
jewelry trade. 

q Air-conditioning equipment has come 
to be regarded as essential by jewelry 
stores in Baltimore, and such installa- 


tions have lately been made by _ the 
Roberts Credit Jewelers, Inc., 402 N. 


Howard St.; N. Greenbaum & Sons, 104 
N. Howard St., and Naddeo Bros., 3221 
Kastern Ave. 

q Visitors to the Baltimore market in re- 
cent weeks included Al Snyder, of Stan- 
ton, Va.; J. W. Jordan, Dunn, N. C., 
and wife, who had been taking in Phila- 
delphia and Lancaster, Pa.; R. H. 
Houck, Harrisburg, Pa.; J. E. Clifford, 
Westminster, Md.; Berney Heller, Hous- 
ton, Tex.; Al Snider, of the Jewel Box 
of Stanton, Va.; Arthur Land, of the 
Jewel Box of Fredericksburg, Va.; Ward 
Haugen, of the S. T. Little Jewelry Co., 
Cumberland, Md., who stopped here on 
the way to New York, and P. K. Stan- 
ford, Stanford Jewelry Co., Elkins, 
W. Va. 

4 Every summer, when July rolls around. 
James Levi, who heads the I.eon Levi 
store at 316 W. Lexington St., Balti- 
more, feels the urge to gather about him 
“a score or more of friends and entertain 
them at Wernersville, Pa., in cottages at 
the foot of the mountains. Following 
this custom, Mr. Levi arranged a week- 
end reunion for July 12. The program 
included bounteous feasting and liquid 
refreshments, boating, swimming, and 
diverse other pastimes that carried the 
company over into the next week. In- 
cluded in the gathering were Gerald 
Heller, of Castelberg’s: Melvin Erlanger. 
of S. & N. Katz. and Leon Envel. of 
J. Engel & Co., Ine., all of Baltimore. 


Pawnbrokers’ Methods Scored 


q Though there has been no intimation 
of a connection between the theft of 
watches, jewelry and other merchandise, 
valued at $4,000, from the jewelry de- 
partment of Jacob T ebovitz & Sons’ de- 
partment store, Baltimore, and the sum- 
moning of 15 pawnbrokers before Judge 
Eugene O’Dunne, a suspicion prevails 
that such may have been the case. The 
pawnbrokers were questioned as to their 
methods of recording loans on pawned 
articles. and in this connection it is re- 
called that Judge O’Dunne has in the 
past few years denounced pawnbrokers 
for their methods, or lack of methods. in 
making loans and taking descrintions. 
and on numerous occasions directed that 
stolen articles which had been pawned 
be returned to owners without repay- 
ment of the loan. Some among the pawn- 
brokers thus summoned into court had 
accepted as collateral for loans 33 new 
watches stolen by a former negro jan- 
itor of another Baltimore department 
store. It is claimed that two to five of 
the stolen watches had been pledged in 
the same shop on one day by the accused 
and his wife, who realized $90 for the 
stolen timepieces. Judge O’Dunne stated 
that he favored requiring fingerprints of 
persons who pawn articles and added 
that he would advise owners of stolen 
articles not to reimburse the pawn- 
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brokers for any loans made on pledged 
goods that were later discovered to be 
stolen. 


Louisiana R.J.A. Reorganized 


The Louisiana R.J.A. was reorganized 
at a banquet, held July 11, at the Hotel 
Roosevelt, New Orleans. Elected to 
serve as officers for the year were: Louis 
J. Bernard, of Bernard & Grunnin 
New Orleans, president; David Miller, 
of Miller Bros., New Orleans, vice- 
president, and Samuel Goldberg, Rider 
Jewelry Co., Baton Rouge, secretary- 
treasurer. 


Watchmaker Certifications 


At the last bi-monthly meeting of the 
Examining Board of the Horological 
Institute of America, held in Washing- 
ton, D. C., watchmakers’ certificates 
were granted to the following watch- 
makers who successfully completed the 
examinations: 

Certified watchmakers: Theodore 
Grusd, Kokomo, Ind.; Larry T. Ken- 
nedy, Lubbock, Tex.; Cedric V. Ludtke, 
Mobile, Ala.; Egbert Van Haaften, Lan- 


caster, Pa., and Charles Vuille, Toledo, 
Ohio. 
Junior watchmakers: Paul L. Ambrose, 


Martinsburg, W. Va.; Eugene Clayton 
Schohl, Ludington, Mich.; Glenn S. Al- 
ley and John E. Dwyer, students at 
Elgin Watchmakers’ College; and Wil- 
liam Russell Armstrong, William Brown, 
Jr., Paul J. Gangloff, Elmont H. Grans- 
bury, Frederick F. Schoenman, Donald 
Edgar Wight and Shoyei Yamauchi, all 


students at Bradley Polytechnic Insti- 
tute. 
qA five per cent wage increase for 


workers in all departments of the Lam- 
son and Goodnow Mfg. Co., Shelburne 
Falls, Mass., has been announced by 
Clifton L. Field, president. 
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More people have more money to 
spend for watches, diamonds, and 
jewelry . .. and they’re insisting 
on quality and originality. Let the 
U. S. Jewelry Co. help you keep 
your stock up-to-date. Have you 
seen the smart U. S. line lately? 
Write today for a showing! 
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Baltimore, Maryland 
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OPM Urges Use of 5% Ruthenium Alloy To Replace 


lridium-Platinum as Patriotic Emergency Move 


Manufacturers of precious jewelry 

who, collectively, are the country’s larg- 
est users of platinum and the iridium- 
platinum alloys, are being requested by 
the Government to cooperate in the de- 
fense program by releasing for vital 
aviation needs the iridium which the in- 
dustry has hitherto used in alloying 
platinum for the manufacture of hard 
jewelry. : ‘ 
" Research has failed to discover any 
satisfactory substitute for iridium in 
airplane engine contact points, which 
though a tiny part of the entire engine 
or plane assembly, are vital to its per- 
formance. The safety of the plane and 
its crew, especially in military work, 
may hang in the balance if the contact 
points of the engine fail to perform for 
even a split second in an emergency. 
Hence, the necessity of using the finest 
of materials and manufacture for them 
is obvious. 


Production Can't Be Increased 


Production of this all-important metal 
is comparatively small and is impossible 
of any large expansion. Only 4322 
ounces were available to the domestic 
market in 1939, of which the jewelry 
industry took the lion’s share — 3014 
ounces, or 70.1 per cent—with the elec- 
trical industry absorbing practically all 
of the rest for the purpose described 
above. 

With the enormous expansion in the 
manufacture of aviation engines and air- 
planes, obviously much greater supplies 
of iridium are now needed for that pur- 
pose, and the only readily available 
source for substantially increasing them 
is to divert them from jewelry use. 





Ruthenium Alloy Just as Satisfactory 


Fortunately, this can be accomplished 
with no great difficulty and even with 
some advantages, over and above those 
of patriotic service. An alloy of plati- 
num using 5 per cent ruthenium, which 
is another of the metals in the platinum 
group, will produce a composition that 
is as hard, as durable, and equal in ap- 
pearance to the iridium-platinum alloys 
heretofore employed. Its color is exactly 
the same, its hardness is also exactly 
equal, thus avoiding any risk of brittle- 
ness or breakage of tools. The ruthenium 
alloy has an even closer granular struc- 
ture, which enables it to take and hold a 
better polish and, finally, its cost is mate- 
rially lower. In fact, from a_ purely 
logical and business point of view, there 
is no reason why ruthenium should not 
have replaced iridium in the jewelry in- 
dustry years ago, except for the tend- 
ency of this trade to cling to traditional 
materials and methods. Present and 
prospective ruthenium supplies appear 
to be entirely adequate to take care of 
jewelry demands. 

Platinum refiners and dealers and 
jewelry manufacturers have been sent 
the following letter over the signature 
of R. E. McConnell, Chief of the Con- 
servation Section of the Office of Pro- 
duction Management: 


Washington, July 3, 1941. 
lhe demand for iridium for use in 
contact points for magnetos, voltage 
regulators and other electrical applica- 
tions in the defense program (particu- 
larly for airplanes) is considerably in 
excess of probable new supplies. Volun- 
tary cooperation is being given by a 


or 
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number of manufacturing jewelers in 
discontinuing the use of iridium in plati- 
num articles. However, some manufac- 
turers are still using 10% iridio-platinum 
for hard jewelry. 

“Extensive laboratory and service tests 
have demonstrated that the 5% ruthe- 
nium-platinum alloy will be equally suit- 
able for all jewelry applications. Pros- 
pective ruthenium supplies now appear 
to be adequate to take care of hard 
jewelry demands. Both the unit price 
and quantity required for adequate 
hardening is less than in the case of 
iridium. Ruthenium is not an acceptable 
substitute for iridium in airplane engine 
contacts, although it is being used else- 
where in defense applications. 

“It is requested that you immediately 
take every possible step to secure dis- 
continuance of the use of iridium in 
platinum alloys for jewelry articles and 
advise this office of the action you have 
taken. The U. S. Bureau of Mines is 
cooperating with the Conservation Sec- 
tion of the Office of Production Manage- 
ment in circulating a schedule to secure 
information relative to your production, 
sales and stocks of platinum group 
metals. 

“Your cooperation in furthering our 
defense program along the above lines 
will be appreciated.” 


Present Stocks Should Be Exchanged 


Following the issuance of this notice, 
Henry L. Sperling, executive secretary 
of the Jewelry Crafts Association, which 
comprises many of the most important 
manufacturers of fine jewelry in the 
New York area, wrote to the OPM 
asking whether manufacturers of jewelry 
might use in manufacturing jewelry 
articles whatever stocks of 10 per cent 
iridio-platinum the manufacturers al- 
ready had on hand. The department re- 
sponded: 

“We feel that no further amounts of 
this material should be fabricated into 
ring blanks, settings, etc., but should be 
returned to the platinum refiners to be 
exchanged for 5 per cent ruthenium- 
platinum. Where the iridio-platinum has 
been fabricated into ring blanks, set- 
tings, ete., and the quantities involved 
are small, there would appear to be no 
justification for asking your members to 
incur a loss due to the labor expended 
in fabricating these forms. We would 
appreciate your transmitting this advice 
to your members with a request for their 
cooperation.” 


E. T. Chase, of Caldwell, Dies 


Edward 'T. Chase, senior partner of 
J. E. Caldwell Co., Chestnut and Juniper 
Sts., Philadelphia, died at his home in 
Germantown July 21. He was 91. 

Born in Newburyport, Mass., Mr. 
Chase early developed an_ interest in 
clocks and watches and it was this hobby 
which led directly to his becoming as- 
sociated with the Caldwell firm in 1874. 
He was placed in charge of the watch 
and clock department and rose steadily 
with the firm until he became its senior 
member. During his service he made 32 
trips abroad, many for the express pur- 
pose of buying watches and clocks both 
for the Caldwell company and for his 
own extensive collection at home. He 
retired from business 12 years ago, but 
had been in good health up until his 
last illness developed three months ago. 
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“SUPER-SERVICE” 
ROLLING MILLS 


PUT 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 














THEODORE MOED 
Broker in 
CUTTABLE AND INDUSTRIAL 
DIAMONDS 


Also buying and selling crush- 
ing bortz and diamond powder. 


93 Nassau St., New York 
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CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 
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BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 





CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


Wabash Ave. Chicago, II. 
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WATCH DIALS REFINISHED 
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q B.C. Allen, Benj. Allen & Co., accom- 
panied by Mrs. Allen, is spending sev- 
eral weeks touring in the East and visit- 
ing Atlantic seaboard resorts. 

q George Cureton, Newall Mfg. Co., re- 
turned recently from an extended busi- 
ness trip East during which he visited 
many factories of that section, arrang- 
ing for his firm’s supply of merchandise. 
q Milton E. Myers of St. Charles, Mo., 
was a recent visitor to the Chicago Mar- 
ket. On June 5 Mr. Myers celebrated 
his 25th anniversary in business and at 
the same time formally opened his mod- 
ernized place of business. 

qSherman & Co., of 197 Canal St., New 
York, refiners and manufacturers of 
wedding rings and mountings, announces 
the opening of a Chicago office at 29 E. 
Madison St. and the appointment of 
Sydney Scheinberg as Mid-West repre- 
sentative. 

q Emil Noel, 29 E. Madison St., who 
recently returned from a fishing trip in 
Northern Wisconsin, left in July, accom- 
panied by Mrs. Noel, to visit Banff and 
‘ake Louise. From there he went to 
Seattle, Wash., where he was employed 
10 years ago, to visit friends, and be- 
fore returning home will spend some 
time in Alaska. 

qClifford McLane, jewelry buyer for 
Benj. Allen & Co., suffered serious in- 
juries on June 21 when he was struck 
by an automobile as he hailed a cab at 
the intersection of Milwaukee and Ash- 
land Aves. The most serious injury was 
a broken leg, but his friends will be glad 
to know that he will be back at his desk 
early this month. 


~ | q@Swartz & Co., platers and repairers, 10 


S. Wabash Ave., one of the 250 ex- 
hibitors from this country and Canada 
at the convention of Electro-Platers’ So- 
ciety of America held in Boston in June. 
were advised last month that thev had 
received first award for rhodium plating 
on the coffee set and tray exhibited. 
Swartz & Co. have specialized on rho- 
dium plating since it was first intro- 
duced. 

@Gus Weinfeld, of Drach-Weinfeld & 
Co., is now a member of the Chicago 
Jewelers’ Half Century Club. completing 
his 50th year in the jewelry business on 
July 2. To celebrate the occasion Gus 
entertained a few of his long-time friends 
in the trade with a golf party and din- 
ner at the Rossell Country Club. Those 
enjoying the hospitality of this enial 
host were Billy Lamb, Marshall Pierce, 
Alex Paulson, Al Moss and Percy Mar- 
chal, 


"Buyers" Beat "Peddlers" at Softball 
At Golden Roosters’ Outing 


4For the third consecutive year the 
Golden Roosters of Chicago chose beau- 
tiful Bon Air at which to hold their 
annual all day frolic and induction of 
new members. The weatherman again 
favored with a bright, hot day on the 
appointed date, Thursday, June 26. Dur- 
ing the morning hours golfers sought 
honors and prizes on the Bon Air sporty 
course. Leonard Lewy, Lewy-Goodman 
Co., turned in best low gross and Tom 
Konzmanoff, Benj. Allen & Co., was low 
net. 

The feature event of the afternoon 
was the softball game between the 





“Buyers,” under the leadership of Her. 
man Kraemer, Lossau & Kraemer, and 
the “Peddlers,” managed and directed by 
Eddie Imhoff, Ripley & Gowen Co., in 
which the “Buyers” avenged the defeat 
of last year by the score of 6 to 5, and 
each member of the team was presented 
a Golden Rooster tie pin by F. H. Noble. 
During the day there were contests of 
horse shoes, darts, bean bag and ring 
tossing, etc., and after dinner nearly 100 
prizes were awarded to winners of vari- 
ous events. 

During the entire day candidates for 
membership entertained and served mem- 
bers as a part of the initiatory work, 
and in the evening active membership 
was conferred upon V. J. Newman, 
Jewelers’ Board of Trade, and Albert J. 
Luckman, Universal Jewelry Case Co,, 
while non-resident memberships were 
given to Arthur P. Care, E. W. Rey- 
nolds Co., Los Angeles; Ed. Craft, Craft 
Co., Indianapolis, and Gus Calloway, 
Ewing Bros., Atlanta, Ga. Each new 
member was presented with a Golden 
Rooster lapel button by Billy Lamb, for 
the Geo. H. Fuller & Son Co. Honorary 
life membership was conferred upon 
William C. Penfold, one of the veteran 
travelers of the jewelry trade. Mr. Pen- 
fold is the third member to be so hon- 
ored, the others being John B. Warren, 
first Chanticleer, and the late George 
Gubbhbins. 





TWO SWEET GERKENS 





(not one of the Heinz 


These two Gerkens 
variety, of course, for certainly neither of these 
beauties has the slightest semblance of a pickle- 
puss), are the |5-year-old twin daughters of Ed 


Gerken, well-known salesman in the Chicago 
area, now associated with A.C. Junior, Inc. No, 
they're not selectees—just drum marjorettes—but 
good ones. Jean, the one on the right, repre- 
senting Senn H. S., has won this year's champion- 
ship as the best baton twirler in Chicago. 





WATCH DIALS 
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MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 
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A monthly department of personal news notes about the men who sell to the jewelry trade = 
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“Billy” Lamb, traveling emissary for 
Geo. H. Fuller & Son Co., Pawtucket, 
R. 1., paid his mid-year visit to Chicago, 
last month, and arranged his schedule to 
be there for the Golden Rooster outing. 
Mr. Lamb was associated with the com- 
pany’s Chicago office for many years and 
no man in the country has more friends 
in the jewelry trade than Billy Lamb. 





FISHERMEN ALL—Fritz Hahn, Helm & Hahn, 
is backed up by Fritz, Jr., the lad in the cap, 
while John Joseph, M.A. Mead & Co., looks over 
the shoulder of John Keppie, Hall Bros. Co., 
while they rested a while on their boat, while 
waiting for the tide to turn and bring them fish. 


qA party of Pittsburgh and western 
Pennsylvania jewelers recently returned 
from a ten-day vacation and fishing trip 
along the shores of Chesapeake Bay. 
Headquarters were maintained at the 
Seven Gables Hotel near Solomon’s 
Island. According to Fritz Hahn, the 
party brought in 150 fish on one trip 
and the accompanying illustration sub- 
stantiates the evidence. Comprising the 
party were: Russell Roll, Grove City, 
Pa., jeweler, and Mrs. Roll and their 
young son; Mr. and Mrs. Frank Foss 
and Frank K. Hahn and son, of the 
Helm & Hahn Co., Pittsburgh; John 
Keppie of Hall Bros. Co., Pittsburgh, 
and John Joseph, Pittsburgh district 
manager for M. A. Mead & Co., Pitts- 
burgh. 


Robert N. McConnell, who has been 
in both the wholesale and retail jewelry 
business for many years, mostly recently 
with a store in Muncie, Ind., has been 
appointed manager and buyer for a new 
jewelry department in Robertson Bros. 
Department Store, South Bend, Ind. 








While enjoying that pause that refreshes four 
members of the firm of Helm & Hahn Co., Pitts- 
burgh ring manufacturers, were snapped by the 
Photographer during the annual picnic of the 
concern, on Sunday, June 28. Incidentally that 
isn't Coca-Cola in the steins held by A. H. Helm- 
staedter, Frank Foss, C. F. Helmstaedter and 
F. K. Hahn. Luncheon and beer was served and 
during the afternoon the 75 persons who attended 
enjoyed old-fashioned picnic sports with the fol- 
lowing taking prizes: Paul Helmsteadter, horse- 
shoe pitching; Mr. and Mrs. Albert Chilley, prize 
waltz; Mr. and Mrs. George Thoma, Sr., cake 
waltz, and Mrs. John Bricks and Paul Thoma, 
dart throwing. 
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q While on a vacation at a seaside resort 
recently, Ernest C. Tracey, one of the 
leading salesmen of J. Engel & Co., Inc., 
Baltimore wholesalers, was remembered 
on Father’s Day with a handsome neck- 
tie and the following poem: 
If the sky gets gray and overcast, 

Just look at this! 
If the times seem dark, 
Just look at this!! 
If Ma has a chill or feels all blue, 
Don’t get a piil to change her hue, 

Just show her this!!! 


or life a task, 


If one of you needs a cheery sight 

Or you cannot make the bed lamp light, 

Don’t call the clerk in the dead of night, 
Just bring out this!!! 


I’m sure your trip to the ocean shore 
Will bring you health and joy galore. 
And you won’t need this. 

But be a sport and show Cape May 

That even in the light of day 
You'll rival the sun—and go your way 





From the expressions on everyone's face it can 
been seen that a good time was had by all at 
the annual outing of the Cincinnati Wholesale 
Jewelers & Manufacturers Association picnic, 
held in June. The above picture, taken to record 
the presence of Mayor James G. Stewart, seated 
at right, shows, standing, from left to right, 
Charles Grift, Greenwold-Grift Co.; Norbert 
Meehan, D. Jacobs Sons Co.; Stanley W. Bieden- 
harn, Oskamp Nolting Co. and Arthur Hirshfield, 
D. Jacobs Sons Co., and seated, at left, Clarence 
Loeb (Litwin & Sons.) 





"Buddy" Bihl, Bihl Bros., Newport, Ky. retail 
jewelers, beats the ball home in a close de- 
cision. Norbert Meehan, the pitcher, ran home 
to sub for the catcher, Maury Solomon, D. Jacobs 
Sons Co., the fellow with the manly chest. Al 
Levison, Stanley Jewelry Co., Indianapolis; Har- 
old "Doc'' Haerr, Gruen Watch Co., and Heber 
W. Rowe, Washington Court House, O., look on. 





Stanley W. Biedenharn, 


Oskamp Nolting Co., 
chairman of the prize committee, presents the 
baseball trophy to George Kleier, E. Wagner 
& Son, manager of the winning retailers’ team. 
Paul Schumer, left, Schumer Bros. Co., and Her- 
bert Schwab, A. G. Schwab & Sons, Inc., watch. 








WATCH DIALS 
REFINISHED 


A Clean Dial for Old 
Increases Satisfaction 
TWO-FOLD 
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KIRK-RICH DIAL CORP. 
Heyworth Bidg., Chicago, Ill. 
LOS ANGELES DETROIT 
SAN FRANCISCO PITTSBURGH 
SEATTLE NALLAS 
FREE! SAMPLE BABY SHOE 
s AND DISPLAY. FREE! 
Famous ‘‘Clemetco’’ process of metalizing and 
bronzing. Lowest price on the market—$2.10 per 


pair postpaid. ($3.50 less 40%). Not cement filled 
or painted. Write or wire for display outfit FREE. 


Cleveland Metallic Process Co. 


Est. 1906 @ 3910D Carnegie Ave., Cleveland, O. 





McRAE & SHAW 
163 N. Michigan Ave., Chicago, Ill. 


Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD'' RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








SILVER 


SILVERLING Potts 
Est. 1909—A liquid with pleasant odor that is harmless 


to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 





8-0z. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, lll. 











Your JoBBeR Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 














Acme WATCH CO. 










S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
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MATERIALS 2z 
o 
Ti 
USED MOVEMENTS oO 
Good Condition Es 
Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 153, $3.00 : 
Hs en eas 5 
12 Size Open’ es THE PRICE OF = 
» $2.25 — . $3. 
iS = Open Face NEW MATERIALS So 
73, $2.00 — 15J, $3.00 2 
18 size Htg. Elg., Wal. Wheels, pinions, 
4 25 let forks, etc., 
‘or all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


gis LIBERTY AVE., PITTSBURGH 








Jewelry Repairing 
‘DIAMOND SETTING - ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg.. Pittsburgh, Pa 


Telephones: AT.7848 - AT.4959. 








LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 


403 Clark Bldg., Pittsburgh, Pa. 








HERBERT HAASE 
Wholesale 
DIAMONDS -MOUNTINGS-WEDDING RINGS 
LADIES & GENTS STONE RINGS 


404 Clark Building Pittsburgh, Pa. 
Phone ATlantie 2455 

















HELM & HAHN CO. 





oe 


ings 


MANUFACTURERS BLDG. 
PITTSBURGH, PA. 

















qSam Goodman, well-known McKees- 
port, Pa., retail jeweler, and family have 
returned from a_ vacation at Miami 
Beach, Fla. 

qMr. and Mrs. Gustav Bastheim have 
returned from a visit in New York City 
and Atlantic City. Mr. Bastheim is head 
of the Henry Wilkins Co. 

q Lewis Silverman, of the Henry Wilkins 
Co., recently flew to San Francisco to 
visit his mother. His wife and the two 
boys preceded him by train. 

qMr. and Mrs. Sam H. DeRoy recently 
visited with Mrs. DeRoy’s sister in 
Michigan. The latter owns a large boat 
and the party enjoyed an_ extended 
cruise. 

q Among out-of-town retail jewelers who 
called upon the trade recently were 
Leonard Rosendahl, of Mills Credit 
Jewelers, Lockport, N. Y., and Samuel 
Posin, well-known retail jeweler of 
Wheeling, W. Va. 

q Emanuel I. DeRoy, vice-president of 
the S. H. DeRoy & Co. stores in Pitts- 
burgh, Johnstown and McKeesport, will 
be in New York, Friday, Aug. 1, on a 
business trip and will join his wife in 
Atlantic City for their 15th wedding 
anniversary on Aug. 4. 

q William J. Kappel, head of the Kappel 
stores, spent some time in New York 
City recently where he operates ten 
credit jewelry stores under the name of 
Busch. The William J. Kappel Co. also 
has four stores in Chicago, one in Buf- 
falo and three in Pittsburgh. 

qCharles Myers and son, Lester Myers, 
of Vautrot and Myers Co., Warren, O., 
were in Pittsburgh recently calling upon 
the wholesale jewelry trade and looking 
over some new fixtures for their store, 
being built by C. Proessler and Son. New 
lighting units and a new front are a 
part of the modernization plans for the 
firm. ; 

q Emil Freyer, president of the Samuel 
Weinhaus Co., Pittsburgh, wholesale 
jewelers, spent some time recently on 
the golf course of the Riverside Hotel 
at Cambridge Springs, Pa. Joseph Men- 
ner, of the Weinhaus organization, ac- 
companied by Mrs. Menner and _ their 
three children, have returned from an 
automobile trip to Florida. 

q Kramer's very attractive jewelry store, 
6205 Frankstown Ave., East Liberty, 
was featured in Duquesne Light Com- 
pany’s Commercial Electric Topics June 
issue. Under the title “Put Up a 
Good Front,’ Joseph A. Snook pointed 
out that Kramer's “put up a good front” 
because it was realized that the tools of 
modern selling are setting, display and 
convenience. Modernism is the theme 
of successful merchandising today, he 
pointed out, and a luminous store front 
of modern materials and design is a 
potent factor in the theme. According 
to Mr. Snook, this luminous front, with 
its brilliant, colorful facia sign and 
bright display windows, is a “stand out” 
in the neighborhood. Its appeal wins and 
holds attention. It works night and day 
in advertising the name, location and 
products. The exterior is black carara 
glass, a product of the Pittsburgh Plate 
Glass Co. H. Rosenberg was the archi- 
tect. 

qJ. Loughrey Roberts of John M. Rob- 
erts & Son Co., reports that approxi- 
mately 2500 persons attended the recent 











THERE'S MAGIC 
IN THESE NAMES 


ELGIN 
WALTHAM 
SETH THOMAS 
WESTCLOX 
GENERAL (GE) ELECTRIC 
TOASTMASTER 
MIXMASTER 
IRONMASTER 
SHAVEMASTER 
SCHICK 
COMMUNITY PLATE 
TUDOR PLATE 
1847 ROGER BROS. 
WM. ROGERS 
AGFA ANSCO CAMERAS 
UNIVEX CINEMASTER 
RONSON 
SWANK 
AND MANY OTHERS 


THE PUBLIC DEMANDS THEM 
WE DISTRIBUTE THEM 


THE SAMUEL 


WEINHAUS 


COMPANY 


800-808 LIBERTY AVE. 


PITTSBURGH 


- - - = PA. 











MANUFACTURING JEWELERS 


and 


DIAMOND SETTERS 
e 


BAUER & MUTSCHLER 


412 Clark Building 
Phone ATlantic 2336-7 


Pittsburgh, Pa. 




































promptly. 


the country. 


GOLD, SILVER. PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 


VERNON-BENSHOFF CO. 


933 Ridge Ave. Pittsburgh, Pa. 


GOLD and SIOCVIEIR 


Scrap and Wastes 


PURCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for 
This is the only 
complete gold refinery op- 
erated in this section of 








your scrap 


























THE JEWELERS’ CIRCULAR-KEYSTONE 


















PITTSBURGH , 





HALL BROS. & CO. 


Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. 
Stylists in 
Engagement and Wedding Rings 














Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 














Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershe 
m. A. Jones 














HANDBOOK FOR THE 
AMATEUR LAPIDARY 


By J. H. HOWARD 


Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional lapidists. 


Price $2.00 Postpaid 
THE JEWELERS' CIRCULAR- 
KEYSTONE 


100 E. 42nd St. 56th & Chestnut Streets 
New York, N. Y. Philadelphia, Pa. 
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Harts Run Horse Show, near Aspinwall, 
of which Mr. Roberts was the general 
chairman. Jack Roberts, a member of 
the firm, is at present on vacation. 
q Paul S. Hardy, president of the Hardy 
& Hayes Co., Pittsburgh jewelers, is en- 
joying a vacation in Canada with his 
family. 
qSeven Pittsburgh manufacturing jewel- 
er and repair houses have settled a three 
weeks old strike with the International 
Jewelry Workers, A.F.L. The new 
agreement provides time and one-half 
pay for over forty hours, vacation with 
pay and an increase in wages per hour. 
q Fritz Hahn, of the Helm & Hahn Co., 
has returned from a vacation spent along 
the shores of the Great Lakes. He was 
accompanied by A. H. Tuchtenhagen, 
well-known retail jeweler of Albion, 
Mich., and they both brought back some 
good fish stories. 
4. Schmidt, 728 Braddock Ave., Brad- 
dock, Pa., jewelry store is enlarging the 
repair department, which has been placed 
in charge of Louis Cohen, watchmaker. 
The business, which is owned by Harry 
Lasday, is 53 years old—in fact, the 
store is one of the oldest in the valley. 
q Max Unger, popular credit jeweler in 
the Oliver Bldg., Pittsburgh, says his 
firm is preparing to put on some unusual 
window displays this fall. Present vol- 
ume is approximately three times what 
it was in the old location on Liberty 
Ave., according to Mr. Unger, and his 
firm is expecting a real big fall business. 
q The Samuel Weinhaus Co., Pittsburgh 
wholesale jewelers, were forced to post- 
pone their fifth annual show, scheduled 
for July 13-20, due to the fact that much 
of the merchandise was tied up in rail- 
road warehouses because of a month old 
truckers’ strike. Fortunately, for all 
business houses in Pittsburgh, this strike 
has been settled but not without consid- 
erable loss to all types of commercial 
houses. The firm plans to announce new 
dates for the show shortly. 
q The annual outing of the Retail Jewel- 
ers’ Association of Western Pennsylva- 
nia, June 28, at the Dells, Wildwood, 
drew an attendance of 450 persons, ac- 
cording to Harry Lasday, general chair- 
man of the affair. Mr. I.asday was ably 
supported by Louis Levinson of Rogers 
Credit Jewelers, Liberty Ave., this city. 
Featuring the outing were races and a 
ball game between the wholesale and re- 
tail members of the trade, which the 
latter won 8 to 4. After the sports pro- 
gram was concluded, the guests sat down 
to a splendid chicken dinner which was 
followed by a floor show of unusual 
merit. The entertainers were from the 
Stanley Theatre in Pittsburgh through 
the courtesy of Bill Kappel. The eve- 
ning was spent in dancing and music 
was provided by a well-known local or- 
chestra. Additional members of the com- 
mittee included Martin Kramer, Herbert 
Terheyden, Philip Sommer, John Grau, 
Max Wolfson, Herman Crown, Martin 
Morrow, Edward Kappel. Ralph Seigal, 
Jack Gerson, Harry Wright, Herman 
Eger and R. E. Schaffer. 

Vacationists finding stones provide an 
interesting phase of business for Louis 
Orsie, Spokane, Wash., jeweler, who 
cuts and polishes them and then sets 
them into rings, pendants and necklaces. 
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DAVID WEIS « CO. 
DIAMONDS 


DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 
AND 


RONSON PRODUCTS 


1101 CLARK BUILDING, PITTSBURGH 
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DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 
JEWELRY MFG. CO. 


216 Clark Bidg., Pittsburgh, Pa. At. 7723 











J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 


DIAMONDS and MOUNTINGS 


502 Clark Bldg. Pittsburgh, Pa. 











WHATEVER 


Your Jewelry 


Requirements You 
Can Fill Them in 
PITTSBURGH 





C. PROESSLER & SON 
JEWELERS 


STORE FIXTURES 
1221 PENNSYLVANIA AVE. 
PITTSBURGH, PA. 

















KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - JEWELRY 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 
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FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


Xx ZONES 7-8-13-17 
WALTHAM PREMIER WATCHES 
DIAMONDS -: JEWELRY 
CLOCKS : SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











THE HOUSE OF 
SPECIAL ORDERS 


Platinum and Gold 


Prompt Service 
Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 








KLEIN BROS. CO. 


617 Vine St. Cincinnati, O. 





Our salesmen are out with NEW FALL 
lines. Beautiful! Be sure and see. 


JEWELRY—Large Assortments 
Latest Styles 


DIAMOND RINGS—Popular Prices 
Newest Mountings 


KENWOOD WATCHES—Dependable 


Popular Prices 











Greenwold Grift Co. 


The House of Quality and Service 
IS WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS @ HAMILTONS (Zones 7, &) 
Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 

to your customers with confidence. 








MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 








WESTERN TRAY & CASECO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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q Julius Jacobs, D. Jacobs Sons, and his 
family have gone to Cape May, N. J., 
for a vacation. 

q An operation kept Julian Schwab away 
from A. G. Schwab & Sons, of which 
firm he is president, for three weeks, but 
he’s back in his office now. 

q Operations of Litwin & Sons, whole- 
sale jewelers, were halted July 3 to 11, 
inclusive, while approximately 65 em. 
ployes and officials enjoyed a vacation. 

q Maury Solomon, D. Jacobs Sons, 
wholesale jewelers, attended a_ recent 
party at the home of William Rindt, of 
Jenkins & Co., retail jewelers at Rich- 
mond, Ind. 

qThe stork stopped off at the home of 
Elmer T. Herzog, Covington, Ky., jewel- 
er, July 12, and left a baby girl, the 
Herzogs’ first child. All concerned are 
faring well. 

qStruck by a bicycle early last month, 
Joseph Dilger (Motch the Jeweler) was 
considerably shaken up, but is all right 
again. A boy was riding the bike, which 
hit Dilger as he stepped off a curb. 

q Earl “Commodore” Robinson, watch- 
maker for Louis Hummel, retail jeweler, 
has taken up aquatic sports, having re- 
cently bought a speedboat which he 
zooms up and down the Ohio River. 

4 Associates of the Greenwold-Grift Co., 
wholesalers, and their families went to 
Ryland, Ky., Saturday, July 12, for an 
outing. They boated and swam and had 
dinner at the Ryland Country Club. 

q The July meeting of the Indio Jewelers 
Guild was held on the 9th at the home 
of Harold “Doc” Haerr, Gruen Watch 
Co., in Loveland. Golfing, tennis, swim- 
ming, boating and eating were on the 
program. 

q Albert Esberger, Vine Street jeweler, 
proved quite a chef at the Vine Street 
Business Men’s Association outing, July 
10, at Dunlap, O. Esbergér, member of 
the association, prepared “melt-in-your- 
mouth” steaks and corn on the cob as 
specialties. 

qThe Cincinnati Guild of the Ohio 
Watchmakers Association now owns a 
Watchmaster which it will use for edu- 
cational purposes at its meetings. The 
local guild won the apparatus during a 
raffle at the convention, attended by 
three delegates from the Queen City. 

q Already, members of the Cincinnati 
Wholesale Jewelers & Manufacturers 
Association are looking forward to their 
annual boating, swimming and dinner 
party to be held at the Cincinnati Gym 
Boat Club in early August. Particularly 
are they thinking of that sweet corn 
planted on the hill overlooking the boat 
club which will be served them a half 
hour after it’s picked. Clarence Loeb, 
member of the club and the association, 
is the liaison man. 

qThe Gruen Watch Co. has two new di- 
rectors and five hold-overs as a result of 
a board election by shareholders on June 
26. The new ones are E. W. Edwards, 
chairman of the board, Edwards Manu- 
facturing Co., and Attorney John R. 
Bullock. Hold-overs are Fred G. Gruen, 
George J. Gruen, Benjamin S. Katz, 
Sterling B. Cramer and Clifford R. 
Wright. At an organization meeting of 
the board, these officers were elected: 
George J. Gruen, chairman; Mr. Katz, 
president-treasurer; Joseph Kane, vice- 
president; George T. Gruen, secretary; 





Alfred 'T. Reis, 
comptroller, and 
auditor. 5 
qSummer vacations are about as com- 
mon in the local jewelry trade as trees 
in a forest. Here’s a list of some of the 
most recent travelers: Bob Stocker 
(Schumer Bros. Co.) and family, to 
Bellaire, Mich.; Louis Lange (A. G, 
Schwab & Sons, Inc.) and his son, Rob- 
ert Lange (Lange the Jeweler), to Cape 
May, N. J.; Robert L. Hummel, Vine 
Street jeweler; Charles Payne (Schumer 
Bros.) and Phil Haas, E. 6th St. retail 
jeweler, on a joint Wisconsin fishing 
trip. Henry Schultz (Motch the Jeweler, 
Covington, Ky.) and family, to Smoky 
Mountains; John A. Gerwe, president, 
Gerwe-Frohman Co., and Richard T, 
Welling, Lockland retailer, fishing trip, 
Lake of the Woods, Canada; Ollie “Lars” 
Olsson (Cincinnati Waltham Watch Co, 
office) and family, to Swifts Beach, in 
Massachusetts; “Jimmy” Fenstermacher 
(Gerwe-Frohman Co.), his son, Richard 
(Waltham Watch Co., Chicago office), 
and family, fishing in Michigan; Kd 
Herschede, Jr. (Frank Herschede Co.), 
and wife, to Michigan; Max Litwin (Lit- 
win & Sons), to Pensacola, Fla., return- 
ing visit of Julius Spevick, Pensacola 
retail jeweler; Jack Wolf (‘Town Criers) 
and family, extended trip to Yellowstone 
and California; Carl Leser, Northside 
jeweler, and family, to Virginia Beach. 


assistant 


- Ssecretary- 
Thomas 


FE. Jeary, 





The watch industry has discovered how it can 
make a valuable contribution to national de- 
fense, through the surrender of thousands of 
the aluminum shells in which watch movements 
are shipped from abroad. Benjamin S. Katz, 
left, president of the Gruen Watch Co., is shown 
presenting about 15,000 such cases to A. E. 
Roberts, who is in charge of the drive to collect 
aluminum for defense in Cincinnati. The Gruen 
Co. heretofore sold all movement shells but 
from now on will donate them to defense. It is 
estimated that Gruen will supply a half million 
shells a year. Mr. Katz has been made chair- 
man of the Aluminum Disposal Committee of 
Cincinnati. 

The Savoy Watch Co., New York, last month 
donated 75,000 such cases, with a gross weight 
of about 80 pounds, in anticipating the begin- 
ning of the aluminum collection drive in New York. 














SCHIRA BROS. 
PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 
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4 The Jewelers’ Bldg. exclusive “3-4-5” 
club, at a recent rendezvous, made plans 
for future summer activities, maybe a 
boat ride by moonlight. 
q Registrar Frank J. Fay announces 
marriage intentions for June were 1245 
as compared with 1030 a year ago. Mar- 
riages this year thus far have been 5655 
as compared with 4218 during the same 
period in 1940. ; 
q Herbert W. Stranger, representing Al- 
bert Walker Co. of Providence, in Bos- 
ton, and his family are at North Truro, 
on the tip of Cape Cod. Besides his own 
cottage, he has 12 others, where several 
members of the trade also spend the 
summer. 
q David Percival, president of D. C. 
Percival Co., wholesale jewelers of Bos- 
ton, was one of the prominent Bostonian 
members of the class graduated 50 years 
ago at Harvard. He was accompanied 
by his son, David Percival, Jr., at the 
class reunion, in June, at Cambridge. 
Don Reaves, of the watch and clock 
sales department, of Smith, Patterson 
Co., Boston jewelers, left at 3 a.m., July 
3, on a 400-mile drive to Farrar Lake, 
Topsfield, Me., accompanied by three 
other ardent followers of Izaak Walton. 
They had two weeks to land “that” sal- 
mon. 
q It was incorrectly stated in this col- 
umn, in the last issue, that Kenneth 
White had joined the staff of George 
Downie, jeweler at Malden, Mass. It was 
not Kenneth, but Carter White who was 
engaged by Mr. Downie. G. Kenneth 
White is a retail jeweler at Medford, 
Mass. 
q Many jewelers and watchmakers, form- 
erly employed at Waltham, remember 
Richard Hood, of the hairspring depart- 
ment, for the kindly, painstaking inter- 
est given apprentices he trained. “Dick” 
early in June, started on his 61st year, 
and is still going strong. The event was 
fittingly commemorated by his _ shop- 
mates. 
qPaul C. Tasse, of Worcester, Mass., 
and his associates of the Worcester 
Watchmakers Guild No. 2 have _per- 
fected plans for a picnic for all Massa- 
chusetts U.H.A. Guilds, to be held Sun- 
day, Aug. 17, at the Yellow Barn Farm, 
in Northboro, Mass. Contests covering 
the full range of sports are a part of 
the program. The ladies’ auxiliary will 
also have a program. 
q The Waltham Watch Co., since 1937, 
has distributed bonus checks as extra 
compensation to its employees on the last 
working day before the annual vacation. 
This year all employees who had worked 
for the company two years or more re- 
ceived two weeks vacation with pay; all 
employes who had worked not less than 
180 days since the last vacation period, 
were given one week’s pay; and all em- 
ployees who worked not less than 90 days, 
were given 3 days’ pay. The vacation 
period ran from June 28 to July 14. 
¢ Boston Jewelers’ Club members and 
guests, 200 strong, gathered at the New 
Ocean House, Swampscott, Mass., June 
18, for the annual mid-summer frolic. 
President Arthur Horne and the recep- 
tion committee headed by William Stone, 
welcomed the picnickers. Carl Lawton, 
L. Blaine Libbey and John Kennard 
looked after details of the afternoon 
sports. The featured event was a soft- 
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ball game, played by picked teams cap- 
tained by Herb Woods, of the Varick 
Co., Manchester, N. H., and Vincent 
Chapman, of the Jewelers’ Board of 
Trade. Carl Lawton acted as umpire. 
Chapman opened the game with a speedy 
ball not unlike the take-off of an air- 
plane, but in the second inning Wood’s 
team had solved the delivery, using an 
overhand swing, as seen in tennis. In 
the sixth inning rain chased players and 
spectators to the hotel and continued for 
two hours in cloudburst proportions, so 
other sports were declared off, which 
provided an opportunity for the renewal 
of acquaintanceships. Entertainment as 
selected by John Kennard, J. Gould Cook 
and William Stone was a feature of the 
dinner. 
qThe long July 4 week-end, Saturday 
closings until September and vacations 
raise the question of where and when, 
all along the corridors of the Jewelers’ 
Bldgs. at 373 and 387 Washington St. 
Stuart McKenzie was fishing up in Of- 
ford, N. H....Ellsworth Reed and fam- 
ily, Dennisport...Bill Rushton, along 
the south shore...Tom Wilson, you bet, 
Buzzards Bay...Eugene Sanger and 
family watch the yachts at Marblehead 
..George Fletcher back to nature at 
Fitzwilliam, N. H....The new home at 
Needham keeps Fred Bird busy. ..Jim- 
mie Hossley, same place, Lakeville... 
H. A. Whittum and family, down Maine, 
at Oxford...Arthur Wright, driving, 
Dan Curren scanning road maps...F. H. 
Jackson and family chose Orleans... 
Vincent Chapman is keeping his hide- 
away a secret...John Baker knows the 
highways and byways down on the Cape 
..Leslie Briggs every night at Marion 
..F. FE. Hammerquist and family at 
Lake Winnipesaukee...L. Ernst and 
family watch the tides at Oak Bluffs... 
W. F. O'Donnel prefers fishing the 
brooks of N. H....Bert Briggs and 
family are at North Truro...Brad 
Hutchinson and family take to the open 
road...Roy Springer has joined the 
Cape commuters. 


Swank Protects Its Name; 
Haberdashers Can't Use It 


An iniunction has been issued by the 
U. S. District Court, in Massachusetts, 
against T.ouis Dramin and David Cowen, 
haberdashers in Springfield, 
prevent the use of the word “Swank”. 
The Springfield firm adopted the name 
Swank Men’s Shop as the trade name 
for their store. Swank, Inc., manufac- 
turers of men’s jewelry and allied ar- 
ticles, instituted proceedings, as owners 
of the trademark registration on the 
word “Swank”. The injunction prevents 
the use of the word “Swank” on goods 
other than those sold by Swank, Inc., 
and bars the display or use of the word 
“Swank” as a trade name by the store. 





New Registered Jewelers A.G.S. 


The title of Registered Jeweler A.G.S. 
has been awarded to the following: 
Richard B. Chesley, Thomas Long Co., 
Boston; Palmer Farnsworth, Jr., Geo. 
T. Brodnax, Inc., Memphis, Tenn.; R. 
E. Livingston, J. Wetherell & Son, Par- 
kersburg, W. Va., and E. B. Powell, Le 
Grand Jewelry Co., Jackson, Miss. 
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Where to Buy 
IMPORTED 
China and Glass 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
ROYAL ALBERT CROWN CHINA. England _ 





A 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 


EDWARD BOOTE 


35 & 37 West 23rd St., New York. N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 














FRIEDLAENDER, BELMUTH & APPELBAUM, 


Inc. 
Suecessors to 
FRIEDLAENDER & CO., Inc. 
Recognized for over 70 years for fine quality In 
PORCELAIN, GLASS & POTTERY 
DECORATIVE PIECES— 
DISTINCTIVE LAMPS 
AND OBJETS D’ART 
53 WEST 23rd STREET NEW YORK 











W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 





Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 








KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 
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iB 


English Bone China Tableware 
Imported Art Pottery 

China Figurines 

"Pairpoint'' American Glass 
Antique Reproductions 














MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 
Meakin & Ridgway, Inc. 

129 Fifth Avenue, New York, N. Y. 











Crystal 


China FINLAND 
gia = CERAMICS 


ANp GLASS 
rimuanoa CORPORATION 








225 FIFTH AVE. NEW YORK CITY 
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Engineering Defense Lecture 
By Dee Research Director 


Engineering defense courses have been 
organized throughout the United States 
by the U. S. Office of Education in con- 
nection with the defense program. These 
courses are for the training of advanced 
technical men in defense needs. 

In the Chicago area this educational 
program is employing the facilities of 
the Illinois Institute of Technology, and 
one of the more popular courses is in 
“Advanced Testing Methods.” It con- 
sists of a series of thirty lectures by 
specialists in the various testing fields. 

Standard methods, such as tensile test- 
ing and hardness tests are considered, 
as well as the newer types of testing, 
such as photo-elasticity, magnaflux, and 
high-speed measurement. This course is 
limited to graduate engineers. 

Testing methods which were standard 
procedure a few years ago may be of 
minor value in testing aeroplane parts 
where rapid production precludes the 
possibility of “long time” tests in the 
actual use of the finished machine. 

“Noble Metal Testing” was presented 
to this class by John S. Shell, director 
of Research and Development of the 
Thomas J. Dee & Co., Chicago refiners. 
New testing methods for the noble metals 
were discussed and recent advancements 
in heat treatment of these metals and 
alloys were described. 

Engineers are showing an_ increased 
interest in the properties and uses of 


»the noble metals, especially gold, silver, 


platinum and palladium. Priorities on 
such metals as nickel and aluminum are 
causing the production engineer to seek 
better non-corrosive heat-resisting metals 
for many purposes. Noble metals meet 
these requirements. 





Beg Pardon 


The July issue of Jeweters’ Crrcucar- 
Keystone contained a news item to the 
effect that the Hampden County Guild 
of the Horological Association of Mas- 
sachusetts had adopted a resolution at 
a recent meeting asking for an increase 
of 20% in the wages paid to watch- 
makers. Col. W. H. Bright, Secretary 
of the Horological Association of Mas- 
sachusetts, informs us that this report 
was incorrect. 

The question of wages, Colonel Bright 
states. was not considered at all by the 
formal meeting, but was merely discussed 
informally by a few of the members be- 
fore the meeting opened. In fact only 
four of the fifty members of the Hamp- 
den Co. Guild are employed for salaries 
or wages—all of the other 46 being in 
business for themselves. 

Col. Bright points out that it is the 
policy of both the Horological Associa- 
tion of Massachusetts, and the United 
Horological Association of America with 
which it is affiliated, never to discuss the 
cubiect of wages and hours, in the be- 
lief that both of these subjects are mat- 
ters for unions to take care of, and 
neither the U.H.A.A. or any of its af- 
filiates is in any way a union. 








212 Fifth Ave. 


ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
New York, N. Y. 








New Uses for Silver Being Sought 
By Producers’ Research Project 


With the metal situation in an unset- 
tled state as a result of the defense 
effort, manufacturers in many fields are 
certain to find much of interest in the 
detailed findings of the American Silver 
Producers’ Research Project, sponsored 
by several of the leading silver producing 
companies in the United States, which 
has just completed a year of activity at 
the Bridgeport, Conn., plant of Handy 
& Harman, refiners. 5 

The Project, formerly located at the 
National Bureau of Standards, Wash- 
ington, was reorganized June 1, 1940, 
and the research program and activities 
were transferred to the laboratories of 
Handy & Harman. 

The field of electroplated coatings 
continues to show promise as an outlet 
for silver and the Project's pilot plating 
plant has been kept busy recently plat- 
ing drums, pails and cans. At the pres- 
ent time one of the large can manufac- 
turers is cooperating with the Project 
and a chemical supply house in the de- 
velopment of a silver lined can for pack- 
aging chemicals. Containers with a silver 
plated coating also have been packed 
with different commodities and some ex- 
perimental units have been put into 
service, 

One of the criticisms of silver lined 
containers appears to be that they do 
not give sufficiently superior advantages 
over those now in use to warrant the 
additional cost. For the general run of 
containers this at present is undoubtedly 
the case, but it is not true for packaging 
some specialized products. 

In recent months the scarcity of many 
hase metals has focused attention on the 
use of silver as a substitute for alumi- 
num, nickel and tin. It is hoped that the 
two metals, aluminum and nickel, badly 
needed for National Defense, which are 
used in refrigerator shelves, ice cube 
trays, toasters, waffle irons and others, 
can be replaced at least in part by silver. 

Interest continues in the possibilities 
of using lead-silver solders in place of 
the standard lead-tin alloys in automatic 
can making machines. There are many 
reasons for this and important among 
them is the fact that a large saving in 
the use of the strategic metal tin would 
result by this substitution. The 210% 
silver-lead alloy is cheaper than the 
standard 50-50 solder and joints equally 
as satisfactory can be obtained. Many 
of the larger can manufacturers are ac- 
tually carrying on experiments with 
these alloys to obtain data on actual 
operating conditions and service tests. 

The Silver Project’s Fellowship at 
Tehigh University has continued with 
the corrosion studies of silver. The 
corrosion tests made include not only a 
study of different chemicals but also a 
study of a large number of different 
commercial products which may be man- 
ufactured in silver equipment or pack- 
aged in silver containers. 


C.G. Dinner to Be Held at Convention 


All Certified Gemologists attending 
the ANRJA-NACJ convention in Chi- 
cago will meet for dinner on Tuesday 
evening, Aug. 26. This is the first exclu- 
sive CG get-together and will afford an 
opportunity for discussion of several 
problems of importance to CG’s and the 
outlining of a plan to publicize the spe- 
cialized services of the men who have 
qualified for this title. 
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OBITUARIES 


Max Batrar, jeweler in Atlantic City 
for 25 years, died of a heart attack on 
— BuGENSTEIN, 72, president of 
the Star Jewelry Co., Cedar Rapids, la., 
which he established 40 years ago, died 
June 19, after an extended illness. He 
was also president of the Morris Credit 
Jewelers, Minneapolis. The Star Co. is 
being continued by his son, I ouis M. 
Bugenstein, and the Morris C redit Jew- 
elers is being continued by his son, 
—_. E. Cuerstrzi, 87, who with his 
brother, Harry Christl, operated a jew- 
elry business in Newark, N. J., from 
1885 until three years ago, died June 27, 
after a short illness. Mr. Christl had 
an interest in another jewelry business 
in New York and commuted until two 
weeks before his death. 

Warrer R. E1scn, 47, well-known jew- 
elry salesman, died June 11, in a Denver, 
Colo., hospital of a heart condition. He 
had been employed by the Edward Leh- 
man Jewelry Co., Denver, and prior to 
his illness was western representative for 
M. A. Mead & Co. 

WiiaM F. Espey, 73, secretary-treas- 
urer of the Baldwin-Miller Co., Indian- 
apolis wholesale firm, died June 25, after 
an illness of two weeks. He came to 
Indianapolis in 1893 and was connected 
with the Baldwin-Miller Co. for 35 years. 
His widow is his only immediate sur- 
vivor. 

L. E. Garnett, for a quarter of a 
century in the retail jewelry business 
of Tacoma, Wash., retiring only a few 
months ago, died recently at his new 
home in Portland, Ore. 

Jack GersHMAN, 21, who has been as- 
sociated with the credit jewelry business 
since graduating from school and for 
the past year connected with Woods 
Jewelry Store, 54 W. Madison St., Chi- 
cago, was instantly killed on July 11, 
while returning from Woodstock, III. 
When rounding a curve the car door 
opened and he was thrown out. The car 
turned over several times and a young 
companion with whom he was riding was 
seriously injured. 

Cart A. Haar, 78, retired Detroit 
jeweler, died on June 14. Mr. Haat was 
born in Germany and came to this coun- 
try when a small boy. He came to De- 
troit in 1893 and was first connected 
with Wright, Kay & Co. He later be- 
came one of the founders of the Burr- 
Patterson Co. He started in business 
for himself in 1910 and continued until 
his retirement in 1938. 

Harry S. Hyman, 76, prominent Chi- 
cago jeweler, died at his home in Evans- 
ton, Ill., July 7. He was associated with 
the retail jewelry business on State St., 
Chicago, for nearly 50 years as president 
of Hyman, Berg & Co. and Hyman & 
Co., until a few years ago when the busi- 
ness was discontinued and he retired. He 
was a former president of the Literary 
Club and in the early days of association 
work often addressed the conventions of 
ANRJA, pleading for higher ethics in 
the jewelry business. 

Atonzo Jenks, 65, retired jeweler, 
died at his home in Dansville, N. Y., 
July 6, after a brief illness. He came to 
Dansville from Hornell, N. Y., 40 years 
ago, and lived subsequently in Cohocton, 
Rochester and Mt. Morris, being en- 
gaged in the jewelry business with his 
father, Albert H. Jenks, who died 10 
years ago. 
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Cuartes M. Jacor, retail jeweler in 
Stockbridge, Mass., for the past 40 years, 
and his wife, Blanche, were killed, June 
23, when a big trailer truck crashed into 
their automobile. Mr. Jacot’s business 
was founded by his father, Julius O. 
Jacot in 1869. 

Mirron M. Mann, 56, member of the 
wholesale jewelry firm of Mann Bros., 
Albany, N. Y., died June 27, after a 
long illness. His jewelry business was 
left to a brother, Leo Mann. 

Dan Marx, 89, pioneer Portland, Ore.. 
jewelry merchant and founder of Dan 
Marx & Co., died July 8 at his home. 
Born in Alsace, France, he early came to 
Portland, shortly after arriving in the 
United States in 1871. In 1888 he es- 
tablished his jewelry store which was 
first located on First Ave., Portland, but 
as it prospered grander and better lo- 
cated quarters were chosen from time 
to time, until now the splendid store on 
Broadway is a monument to his success. 
Mr. and Mrs. Marx celebrated their 
golden wedding in 1928. Mrs. Marx died 
in 1936. Several nephews and nieces sur- 
vive. 

Henry W. McDonatp, 48, president 
of McDonald & Co., Omaha, Nebr., jew- 
elers, died on June 18, after a year’s 
illness. 

Frank Westty Merriam, 93, of Fre- 
mont, O., one of the oldest active watch- 
makers until his retirement this year, 
died on June 28. He learned the watch- 
making trade in 1869 and continued work 
at the bench until he had to retire. Mrs. 
Merriam died in 1938. They celebrated 
their gold wedding anniversary in 1936. 

Harry L. Merry, 51, secretary-trea- 
surer of the E. H. Pudrith Co., Detroit 
wholesale jewelers, died on Wednesday, 
June 25, after a long illness. He was 
born in St. I ouis, Mo., and went to De- 
troit 30 years ago. 

Joszpiu. W. Nrewozuner, 57, St. Louis, 
Mo., jeweler, died at his home, on July 
4, after an illness of eight months. For 
25 years he and his partner, Frank Moel- 
lenberg, who died last April 14, operated 
the Keystone Jewelry and Optical Co. 
in St. Louis. 

Meyer Posner, 62, Mt. Pleasant, Pa., 
retail jeweler died June 28. Death was 
due to heart failure. Mr. Posner leaves 
three sons—Joseph, who was associated 
with him in business at Mt. Pleasant, and 
Bernard and Robert, who are engaged 
in the jewelry business in Connellsville, 
Pa. Also surviving, besides Mrs. Posner, 
are a brother I. Posner, of Scotdale, Pa., 
and a_ brother-in-law, Abe Levinson, 
Charleroi, Pa., both well-known jewelers. 

Miss Apa L.. Porrer, 65, who for many 
years was employed as a clerk in the 
Davis Jewelry Store, Northampton, 
Mass., which she later conducted in part- 
nership with Miss Estelle Burke, died on 
July 13. She retired when the business 
was sold several years ago. 

Aurexanprr Rom, 65, jeweler at 
Brockton, Mass., since 1900, died re- 
cently of a heart attack, suffered in his 
store. Born in Russia, he came to this 
country at the age of 15 and first set- 
tled in Boston. His parents had been 
in the jewelry business in Russia. His 
business is being continued by his son, 
George Romm, who graduated from the 
School of Business, Columbia, in 1940, 
and his daughter, Sophia. 

Winiiam R. Wrncuester, Sr., 52 jew- 
eler at Aurora, IIL, died suddenly of a 
heart attack on July 9. 


Aubert Scuretner, 82, of Mount Ver- 
non, N. Y., died June 30, at West Palm 
Beach, Fla., where he was trying to re- 
gain his health after a year’s illness. 
He had been a jeweler with Tiffany & 
Co., New York, for 65 years, until two 
years ago. 

Joun D. Roney, president of the 
A. H. Fetting Mfg. Jewelry Co., Balti- 
more, Md., died June 24 of a heart at- 
tack. He had suffered from a heart con- 
dition for some time. 

Ernesr Voce, 77, jeweler at White 
Lake, S. D., died June 28, as a result of 
injuries suffered when he was struck by 
an auto on June 19. 

JoHn Wantess, 80, for many years 
head of one of Toronto’s largest jewelry 
businesses, founded by his father 103 
years ago, died July 15. 
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“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 
Send for Mastrated Catalog 


ENRIGHT - LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 

















HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. oLp waTsrrons 














LENOX CHINA 
_ SERVICE PLATES 
of DINNERWARE 
NOVELTIES 


LENOX Made in America 


LENOX, INC. Trenton, N. J. 








THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 


6 W. 23rd ST. 1550 MERCHANDISE MART 
New YORKCITY CHICAGO, ILL. 














ASTLETON CHINA 
“DE LUXE ‘TA BLEWARE 


FINE CHINA TRADE 


MADE INAMERICA * MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 








“The House of Satisfied Customers” 


Decorators of Fine Dinnerware. 
Service Plates. Satin, Gold and 
Encrusted Specialties. 


ATLAS CHINA CO., INC. 


27 W. 20th Street, New York 
CHelsea 2-1522 
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10% IRIDIUM PLATINUM 


As distributors of Iridium-Platinim to the jewelry industry, we have 


been requested by: 


OFFICE OF PRODUCTION MANAGEMENT 
WASHINGTON, D. C. 


to cooperate in the defense program by conserving Iridium solely for use 
in “Priority”. 


We therefore recommend the use of Platinum-Ruthenium alloy, better 
known as “Special Hard Platinum” as a very satisfactory substitute for 
Iridium Platinum alloy. This alloy is not new to the jewelry industry 
and we shall be pleased to continue to take care of your requirements. 


KASTENHUBER & LEHRFELD 
24 JOHN STREET NEW YORK, N. Y. 
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CLAUDE H. BENNETT 


American Time Products, Inc. einen 
a enera anager 


580 Fifth Avenue, New York, N. Y. 


Distributor of Western Electric Watch-rate Recorders. 
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Practical Modern Watechmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 
Part IV—Adjusting 


Section 1. 





DJUSTING should be approached with the knowl- 
A edge that the balance wheel and hairspring, as a 
combined unit, constitute the time-keeping element of 
a watch. The mainspring, train and escapement are 
necessary only to establish a means for maintaining the 
balance wheel in motion and to indicate its period. 

Further consideration should be given to the fact that 
we as watchmakers are concerned only with ways and 
means of assembling this unit so as to permit it to 
function within a degree of accuracy consistent with 
the design and quality of the watch. Without the 
ability to do excellent balance and hairspring work, ad- 
justing will be impossible, and for those who have not 
mastered the art of a proper manipulation of hair- 
springs, no accurate results can be expected. 

The analysis of adjusting can be broken down into 
three major problems: 

1st—Temperature adjusting. 

2nd—Isochronal adjusting. 

3rd—Position adjusting. 

Each of these problems should be considered sepa- 
rately and on its own merits. No attempt will be made 
in this article to study the disturbing effects of tem- 
perature changes upon the balance and hairspring of a 
watch. This subject has been covered rather completely 
by the various watch manufacturers in the last 25 years. 
We are also moving rapidly into an era where the use of 
self-compensating hairsprings and mono-metallic bal- 
ance wheels has reduced temperature errors to a mini- 
mum, and eliminated the necessity for watchmakers to be 
much concerned about this condition. 

We will, therefore, confine our discussion to a study 
of isochronal and position adjusting only. 


ISOCHRONAL ADJUSTING 


It has been shown in the article on overcoiling, Sec- 
tion 1, Fig. 1, (p. 129, June issue) that if the energy 
stored in the hairspring by the impulse of the escape- 
ment releases itself in the form of an equal torque on 
the balance staff we will have an isochronal balance 
wheel unit. Equal torque as used here means that all 
of the energy stored in the hairspring will be utilized in 
returning the balance wheel to its neutral position, with 
none of it dissipated in side thrust on the balance staff 
pivots. The aim of isochronal adjustments, therefore, 
is to establish the forces of the hairspring so that the 
watch rate will be the same in the high as in the low 
area of motion. 

Because of the variation in the direction of the forces 
directed on the balance staff, as a result of the continual 
motion of the inner pinning point at the collet, and its 
relation to the outer pinning point at the stud, it is a 
debatable question whether a theoretically correct form 
of overcoil has ever been developed. However, the de- 
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This is the tenth instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
for the new educational program of the 
Horological Institute of America and through 
the courtesy of that organization are here ap- 
pearing in print for the first time. Following 
their first publication in JEWELERS’ CircuLar- 
KEYSTONE, reprints of the articles are made 
available through the Horological Institute, 
to whom requests and inquiries should be 
directed. Address Ralph E. Gould, Secretary, 
Horological Institute of America, c/o Bureau 
of Standards, Washington, D. C. 











sign shown in Fig. 15 can be considered desirable, be- 
cause of its simplicity and because it will satisfy all 
practical requirements for close isochronal rates. 

It will be observed that no empirical measurements or 
ratios are ascribed to this form, such for instance that 
the radius F from the balance center to the center of the 














Fig. 15 


regulation pins should be .67 of the full radius of the 
spring. The reason for this lies in the fact that if the 
hairsprings and overcoils of various watches are ex- 
amined, it will be found that on some watches the over- 
coil lies over the first or second coil and on other over 
the fifth and sixth coil. In fact, it may lie over various 
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* PATENT RELINQUISHED | 
We hereby relinquish all rights under Patent 
No. 1,545,234, granted July 7, 1925, covering the a 


manufacture, purchase and sale of Ruthenium 
Platinum, manufactured or unmanufactured, by and 


for the jewelry industry. . . . This is done to fur- | , 
ther the interests of national defense and to re- | 
move all possible barriers to the general use of | | 


Ruthenium Platinum by the jewelry industry. LTD 


* TRADE COOPERATION BIRMINGHAM: 18 - ENG. 





The appeal for the curtailment of Iridium Platinum 
in jewelry manufacturing published by us in recent 
trade journals has met with wide approval and im- 
mediate cooperation. . . . We wish to express our 
gratification for the readiness with which jewelers 
are conforming to the needs of the emergency. 


* GOVERNMENT RECOMMENDATION 


The government suggests RUTHENIUM PLATI- 
NUM which has been successfully used for many 
years. Recent notice from the Office of Production 
Management states that: “Extensive Laboratory and 
Service Tests have demonstrated that 5% Ruthenium 
Platinum Alloy will be suitable for all jewelry appli- 
cations” ... 
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coils from the first to the sixth, depending upon the 
make or grade of watch. Now the makers of these 
watches either do not know about such a requirement, 
or they consider it unnecessary, because it is not fol- 
lowed. The isochronal rates of all these watches are, 
or at least can be, established within a tolerance of pos- 
sibly not over five or six seconds per 24 hours between 
\ turns and 114, turns of motion. 

The watchmaker is therefore confronted with the un- 
usual difficulty presented by the use of all types of over- 
coils; he is concerned with and desires to know a prac- 
tical method whereby he can by slight manipulation of 
the overcoil, improve the isochronal errors when they 
are encountered in his daily work. 

The actual and only bending permitted on the over- 
coil is that of laying the portion C-B towards the balance 
staff or away from it as described in Fig. 5. (Overcoil- 





Fig. 16 Fig. 17 Fig. 18 


ing, Section 1, p. 131, June issue.) This rule and con- 
dition will be true for all overcoils, regardless of the 
type. Figs. 16, 17, 18 show the three most common 
overcoils in use today. . 

Practical isochronal adjusting is very closely asso- 
ciated with finishing, and the successful bending of that 
portion of the overcoil which will be called C-D, either 
towards the balance staff or away from it, again requires 
great skill and much practice. It must be borne in mind 
that when corrections are made the entire spring and 
overcoil must satisfy the conditions described in Fig. 7 
under Finishing. 

In the following dimension the word “‘overcoil” will 
refer to that portion marked C-B, Figs. 6 to 15. (See 
pp. 95, 97, 99, 101, July issue.) Point C or B specifies 
the end referred to. Position A, B or C refers to the 
exact location of the ‘“‘overcoil” as described in Fig. 5. 
Regulator Circle will refer to the spring included be- 
tween C and G. 

Let us assume that we have just re-conditioned a 16- 
size watch. With the use of a timing machine its rate 
can be taken at 10 different motions, beginning at 14 
turn, increasing the motion in steps of 14 turn up to 
and including 15%. 

Table 1 shows the actual rate of the entire isochronal 
test. 

Table |—Watch Rates; Seconds per 24 Hours 





Motion Ist Test, 2nd Test, 3rdTest, 4th Test. 

of Balance Overcoil Overcoil Overcoil Overcoil 
Wheel atA atB betweenB&C atc 
% turn 39 sec. +27 +08 +02 
5g turn —32 sec. +20 +05 +02 
34 turn —24 sec. +14 + 00 +01 
%% turn —18 sec. +07 —03 +00 
1 turn -15 see. +03 —05 +00 
1% turn —10 sec. +00 —07 —01 
1% turn —07 sec. —01 —09 +00 
1% turn —05 sec. —01 —O8 +00 
1% turn —05 sec. +00 —08 +61 
15g turn —05 sec. +06 —05 +02 


The rates obtained in Table 1 are shown in Graph 1, 
in which the rates of the watch in seconds for 24 hours 
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are plotted vertically and the motion of the balance 
wheel is plotted horizontally. 


Graph No. | 


In the first test, the isochronal curve is marked “curve 
established by overcoil at 4.” The analysis of the rates 
as we proceed from the first to the fourth test does not 
definitely establish the overcoil as being located exactly 
at 4, B or C. The only deduction that can truthfully 
be made is that the portion of the overcoil from C to B 
(Fig. 15) is too far away from the balance staff, because 
the rate is slow in the low arcs and fast in the high. 

In Test No. 2 the overcoil was bent towards the staff. 
(See detailed analysis for relocating overcoil.) The 
isochronal curve for this test is marked “curve estab- 
lished by overcoil at B.” Here again it cannot be stated 
definitely that the overcoil is located at B; all we know 
is that the overcoil is too close to the staff, because the 
rate has reversed itself and is fast in the low ares of 
motion and slow in the high. 

The third test is a slight improvement over the second 
and by the above reasoning we can assume that the over- 
coil lies between position B and C (Fig. 5). 

The isochronal rate in the fourth test can be con- 
sidered very good, and from this it is reasonable to as- 
sume that the overcoil is correctly located at some place 
close to its theoretically correct position. 

The isochronal rates shown in Table 1 and plotted in 
Graph 1 were taken with a 16-size watch in excellent 
condition, and the main coils of the hairspring were 
bent and centered and the regulator circle properly situ- 
ated between regulator pins tightly closed. 


(To be continued next month) 
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ENDULUM WEIGHTING—We bought from a lot 

of old bank fixtures, a fine regulator clock, no maker’s 
name on it, but the pendulum has a metal jar filled 
with mercury, and on the pendulum rod above the jar 
is a little flat cup in which were some small pieces of 
clipped sheet brass. Is this something for regulating 
the clock, and how would it be used? We always 
thought the weight of the pendulum doesn’t affect time- 
keeping; please explain. (Question No. 5348.) M. S. 


Answer—To add weight to a pendulum above the 
bob makes a clock run faster, because the effect is to 
raise the center of mass of the pendulum, which is 
equivalent to shortening the pendulum. Cups such as 
you found on your regulator were often used from rather 
early times, because a final close regulation can be given 
without stopping the pendulum, by adding or removing 
small weights in the cup. 


AINTAINING POWER—What is the “maintain- 
ing power” attachment in a clock? (Question No. 
5349.) I. T. 


Answer—Maintaining-power work is a device that 
for a brief time will apply power in the normal direction 
to the train of a clock, during the winding-up of the 
weight. There are numerous kinds of maintaining-power 
work too numerous to describe them in this department; 
but the way they all work is to utilize the power of a 
short spring which is placed under tension by the act of 
winding, which without maintaining-power work would 
reverse power on the train and cause temporary stoppage 
of the train and hands, and a possible injury to the 
escapement by the back-training. 


IMING PROBLEM—Can anything be done to im- 

prove the timing of a French clock that always runs 
slower toward the end of the week, after winding? 
(Question No. 5350.) W. L. 


Answer—lIn this case, the clock runs slow in the 
shorter arcs of the pendulum’s motion, and its timing 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


should be considerably improved by thinning the sus- 
pension spring toward the bottom of the spring. The 
spring should be laid upon a flat piece of cork and a 
medium grain grinding-slip used to take off a little of 
the thickness of the spring, from the middle of its length 
to the bottom, toward the pendulum bob. This reduction 
should be very slight at first. Then try the clock run- 
ning, partly wound up, and if it still runs slow, take a 
little more off the spring, and repeat until the rate is 
reasonably close; then try a week’s running. 

The position of the bob on the pendulum rod must be 
maintained alike during all the alterations and trials. It 
is important also that the reduction of the thickness of 
the spring should be uniform across the spring because 
leaving the spring thicker at one side would cause the 
pendulum to “wabble.’”’ If the suspension is on two 
springs, they must be reduced exactly alike for the 
same reason. If further reductions of the spring are 
found necessary, after the first trial, the thinning 
should be gradually upward, as the spring should not 
be abruptly thinner from one point to the bottom. You 
should bear in mind that isochronal correction of the 
timing of a small clock of commercial grade can only be 
approximate; do not spend too much time trying for 
anything like perfection. 


ANNON PINIONS—How can I prevent having 

trouble often when tightening American cannon 
pinions? When bending the tongue with pliers this is 
apt to crack or break (Question No. 5351.) O. P. 


Answer—aA better way than using pliers is to place 
a crotch stump in your staking tool; pass a brass wire 
through the hole in the cannon pinion; hold the pinion 
with this wire in the stump crotch, and with a rounded- 
edge ‘‘chisel” punch, strike repeated light blows against 
the tongue of the pinion. The brass wire will allow the 
tongue to be bent sufficiently to tighten the pinion on its 
center post but will prevent breakage of the tongue. 
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Business Opportunities. 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers 
Circular-Keystone. 





GORDON BROS. cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 57. 





WM. N. JOHNSTON, nationally known 
jewelry auctioneer; I guarantee to sell 
your entire stock at a profit; all in- 
quiries confidential, and no obligation. 
253 Orchard St., Sharon, Pa. 





WANTED, SMALL FACTORY (with or 
without equipment) for the manufactur- 
ing of gold rings; New York City. Ad- 
dress ‘‘K., 373,’ care Jewelers’ Circular- 
Keystone. 





WILL BUY small jewelry store with good 
watch repair department; must stand 
investigation ; South preferred. Address 
“A,, 247,” care Jewelers’ Circular-Key- 
stone. 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





WANTED TO BUY, jewelry and watch 
repair store; price must be cheap; will 
pay cash; all information in first letter. 
Address ‘‘M., 418," care Jewelers’ Cir- 
cular-Keystone. 





WANTED TO BUY, small jewelry store 
in Northwest or Southwest; state par- 
ticulars and reason for selling in first 
letter. Z. Eaton, Trembly’s Jewelry, 
Chanute, Kan. 





DIAMONDS, colored stones, watches, jew- 
elry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 





FLOYD I. EDWARDS, personally di- 
rected auction and retail sales for de- 
pendable jewelry stores; those desir- 
ing liquidation or merchandising «as- 
sistance address, 17 Palmer St., Go- 
wanda, N. Y. 





JEWELRY DEPARTMENT concession 
offered by outstanding furniture store; 
excellent cash and installment neigh- 
borhood in New York City; reasonable 
lental. Reo Furniture Co., 3006 Third 
Ave., Bronx, New York. 





WILL BUY jewelry store, with or with- 
out stock; Long Island preferred; 
or within 50 miles of New York 
City; correspondence confidential. 
Address “K., 414,”’ care of Jewelers’ 
Circular-Keystone. 





JEWELRY STORE in West Virginia 
coal section desires partner; all 
around man preferred; business too 
large for one man. Address “P., 
421,” care Jewelers’ Circular-Key- 
stone. 





WILL PAY cash for small jewelry store 
with good watch repair department or 
g00d watch repair shop or pawn brok- 
ing business; must stand investigation. 
Address “B., 471,” care Jewelers’ Cir- 
cular-Keystone. 


MR. JEWELER, competent and highly 
recommended watchmaker with $1,500 
and services to invest, desires to con- 
tact jeweler wishing to retire within 
a few years; avoid loss, get invoice 
value and bonus for your store. Ad- 
dress “‘C., 248,” care Jewelers’ Circu- 
lar-Keystone. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
New York. Telephone Bowling Green 
9-7151. 





JACK M. WERST pays more for your 
surplus diamonds, jewelry, estates, 
old gold and entire stocks and fix- 
tures; bank and other references 
furnished ; a trial will convince you. 
Miami Savings Bldg., Entire 2nd 
floor, Dayton, Ohio. Adams 8246. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 
Tremont St., Boston, Mass. 


WATCH REPAIRING for the trade; 
prompt mail service and _ reasonable 
prices; work guaranteed. J. A. Sum- 
mers, 437 S. Shippen St., Lancaster, 
Pa. 





HIGH GRADE watch and jewelry repair- 
ing; 50 years’ experience; work guar- 
anteed; lowest prices; insurance pro- 
tection; write for prices and recom- 
—— Jay Day, Jeweler, Hollis, 

cla. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





SPECIALIZE in making any part for 
plain or complicated fine watches: also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and Horological 
Society of New York. M. Aschendorf, 
11 John St.. New York City. 








Special Order Mork and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





DIAMOND SETTER and enameler_ to 
open and operate exclusive trade shop 
in Wichita, Kan.; big opportunity for 
someone who will run a trade shop on 
the square and will close the door to 
the man from the street and also the 
curb stone diamond broker; we want 
a shop for the jewelers only. Address 
“D., 429," care Jewelers’ Circular- 
Keystone. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 





WANTED, New Century engraving ma- 
chine in good order; give lowest cash 
price and _ particulars. Address “O., 
$46," care Jewelers’ Circular-Keystone. 


WANTED, No. G. 1 Deckel or Gorton €n- 
graving machine; good condition; state 
price; no dealers. Julius Luecchi, 27-18 
99th St., East Elmhurst, L. LL, N. Y. 








WE DESIRE to purchase a Sheff ring 
stretcher; state condition and price in 
letter to Adams and Ortmann, 251 King 
St., Charleston, S. C. 





HIGHEST PRICES paid watchmaker’s 
lathe; benches; materials, jewelry ma- 
chinery, scales, stores and factories; 
optical goods, machinery and supplies. 
Pollack, 95 Bowery, New York City. 





JEWELRY STORE, established jewelry 
business; prefer store that can stand 
improvements; suitable for installment 
business; correspondence confidential. 
Address “V., 525,” care Jewelers’ Cir- 
cular-Keystone. 








Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








RELIABLE watch repariing for the trade 
since 1921; efficient, dependable; mail 
service. Standard Watch Service, 146 
Fifth Ave., New York City. 








CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 


JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Blidg., St. 
Louis, Mo. 











Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN jewelry designing by correspon- 
dence; private lessons could be ar- 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St., 
New York City. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS: increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 








YOU WANT A POSITION 

YOU WANT A SALESMAN 
YOU WANT A WORKMAN 
YOU WANT TO EXCHANGE 
YOU WANT A PARTNER 
YOU WANT TO SELL OUT 
YOU WANT TO SELL TOOLS 
YOU WANT TO LET A PLACE 
YOU WANT ANYTHING 
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‘Manufacturers’ News 





Gruen Sales Convention Sees New Line, Hears of Coming Ad Campaign 





A banquet at which Walter Duranty, world-renowned foreign correspondent, was the fea- 
tured speaker, concluded the two-day sales conference of the Gruen Watch Co. at the 
Netherlands-Plaza Hotel, Cincinnati, on July | and 2. 


The spectacular campaign in which 
Gruen watches have been tied in with 
celebrated fashion designers is to be con- 
tinued with increased appropriations 
through the fall season, it was announced 
by President Benjamin S. Katz, at the 
semi-annual sales conference of the com- 
pany, held on July 1 and 2 at Cincinnati’s 
Hotel Netherlands Plaza. 

The first day’s business sessions were 
devoted to the presentation of the new 
Gruen line by President Katz and Vice- 
President Joseph Kane. More than 100 
new models have been introduced, several 





The camera catches Walter Duranty (right), 
noted foreign correspondent and authority 
on Soviet Russia, with Benjamin S. Katz, 
president of the Gruen Watch Co. and Mrs. 
Katz, who were his hosts at a cocktail party 
when Duranty came to Cincinnati to address 
the semi-annual sales conference of the 
Gruen Watch Co. 


Signet Rings the Thing for Men, 
Says Ostby & Barton 


Signet rings will be strongly featured 
this fall in the new Ostby & Barton line, 
according to word received from W. J. 
Richards, sales manager. 

“Signet rings,” says Mr. Richards, 
“are not only good-selling, eye-appealing 
items, but the wearing of a signet ring 
gives the owner a permanent identifica- 
tion and so makes a highly personalized 
piece of jewelry.” 
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of them specially designed for men in 
the various branches of military service. 

On the second day the promotion pro- 
gram for 1941 was presented. John Mc- 
Carthy, vice-president of McCann-Erick- 
son, Inc., presented the new advertising 
schedule, heaviest in the history of the 
Gruen Watch Co. A schedule of full 
pages, many of them in color, will run 
this fall in 12 leading magazines, and in 
the professional periodicals of the medi- 
cal and engineering fields. Also an- 
nounced was an expansion in radio time 
signals and spot announcements which 
now gives Gruen national coverage in 
this important advertising medium. 

Other speakers at the Gruen confer- 
ence included Mortimer Berkewitz and 
Paul Schram of the American Weekly; 
Miss Esmerelda Mayes of Mademoiselle ; 
Julian R. Norris of American Maga- 
zine, and Chester Posey, vice-president 
of McCann-Erickson, Inc. 

Scheduled for fall are a series of 
Gruen dealers’ helps, including free 
newspaper mats, transcribed radio pro- 
grams, direct mail helps, displays, and 
a Christmas outdoor poster. Special 
promotions will also be staged on the 
military watches and on a special series 
of feature watches. 

The convention concluded with a ban- 
quet, at which Walter Duranty, famed 
foreign correspondent, was the guest of 
honor. Mr. Duranty, one of the world’s 
leading authorities on European and 
Asiatic matters, spoke for more than an 
hour on_ the _ international _ situation. 
President Katz and Hon. James Garfield 
Stewart, Mayor of Cincinnati, also spoke. 





Signet rings have always been favored 
for masculine wear. Famous seal rings 
are associated with many of the out- 
standing men of history and the man of 
today, no less than in ages past, likes 
the touch of individuality that his per- 
sonal signet gives. 

Such rings, always in good demand, 
are due for especially high favor now, 
Astby & Barton believes, and their new 
line, to be announced next month, will 
include many attractive items in_ this 
category. 





Thin Gracefulness 
Features New Hadley Band 


Perhaps it takes a women’s eye to 
fully appreciate gracefulness in men’s 
jewelry design; at any rate, this young 
lady seems intrigued by the new Hadley 
Expansion Band just announced for 





men’s wrist watches by The Hadley Co., 
Providence, N. J. 

The new band holds plenty of appeal 
for both the jeweler and his customer. 
Customers will probably notice first the 
thinness of the band, which lies flat to 
the wrist, with no bulkiness, but will also 
appreciate the comfort and suppleness 
which it provides. 

The trade will acknowledge the im- 
portance of the band’s thinness and its 
comfort, but practical jewelers will also 
be interested in the Hadley product’s 
design and construction. Fashioned of 
rolled gold plate, it is backed with 
stainless steel for non-corrosive wear. 
Famous Hadley adjustable end hooks 
provide a wide range of sizes from one 
stock size, permitting it to be quickly 
fitted to all wrists and watches with 
complete safety and accuracy. 

These new Hadley expansion bands are 
now in hands of distributors and will be 
seen by the trade shortly. 


Related Displays by Forstner 





Forstner Chain Corp., Irvington, N. J., have 

introduced a series of matched displays for 

their line. Designed in the modern manner, 

these displays offer an effective and com- 

pact means of displaying the merchandise 

in the window or on the counter of jewelry 
dealer. 
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Doubled Advertising Program 
Announced at Keepsake 
Sales Meetings 


The Fall advertising and merchandis- 
ing program for Keepsake diamond rings 
was launched by sales meetings in Syr- 
acuse, Chicago and Denver. Robert A. 
Pond, president of the A. H. Pond Co., 
Inc., conducted the meetings. 

“In view of the great success obtained 
by Keepsake jewelers with the Keepsake 
merchandising system, and the fact that 
retail jewelry sales are headed for the 
highest peak since 1929, we have decided 
to double our advertising plans for Fall,” 
Mr. Pond reported at these meetings. 

The augmented advertising program 
includes thirty-nine insertions—twenty- 
two of them in color—in 16 leading 
magazines, which it is estimated will 
reach nine out of ten of the romantically 
minded young men and women of mar- 
riageable age in each trading area. 

Sales of Keepsake diamond rings have 
been tripled and the number of Keep- 
sake jewelers has been doubled in the 
last two years, it was reported. 

The complete Keepsake merchandising 
system includes a striking new window 
display with a sculptured figure of a 
bride, newspaper advertising mats, 
dramatized radio announcements, direct 
mail folders, counter displays, and a 
special counter visual presentation. 

Sales representatives attending the 
Syracuse meeting were Randall C. Berg, 
Norman QO. Cushing, J. E. Donohue, 
George E. Dunn, J. W. Fitzpatrick, Roy 
D. Gould, F. Wm. Ludington, W. F. 
McCulloh, G. Dan Thornton, H. P. War- 
ner and F. H. Wittsten. Henry C. 
Beadel, vice president and treasurer of 
the A. H. Pond Co., Inc., and Roland B. 
Pond, secretary, also participated in the 
meeting. 

Those present at the Chicago and 
Denver meetings were Arden A. Long- 
croft, Sid Phillips, Fred G. Simpson, 
W. L. Calkins, W. E. Carter, J. F. Doug- 
lass and F. H. Niehaus. 

John B. Flack, of the Flack advertis- 
ing agency, merchandising and advertis- 
ing counsellors, presented details of the 
Keepsake advertising program. 





NEW HAMILTON ADDITION GOING UP FAST 





Work is progressing rapidly on the big new addition to the plant of the Hamilton Watch Co., 
Lancaster, Pa. Photograph above shows the state of construction just 29 days after the 
ground-breaking ceremonies (inset), in which Frank C. Beckwith, chairman of the board, 
turned the first spadeful of earth to start the excavation. 

This new wing will add 50,000 square feet of production space to the Hamilton facilities— 
an enlargement that is urgently needed to enable the company to carry on the vital defense 
work which it has undertaken as a patriotic duty, and still keep its customers supplied with 








Hamilton watches. 





Prince-Gardner Sales Staff Meets 


Business and pleasure was the order 
of the day at the recent Prince Gardner 
sales meeting held at Hotel Chase in St. 
Louis, home city of the creators of In- 
visible Stitch billfolds. That the two — 
business and pleasure, we mean — were 
mixed judiciously is indicated by the 
fact that a lot of work was done and a 
lot of fun was had. 

Highlights of the three-day meeting 





New Jacoby-Bender Plant in Full Swing 
















These deft-fingered girls 
mount the J-B attachments 
on the cards and displays 
on which they reach the 
jeweler. 


Jacoby-Bender, Inc., manufacturers of 
J-B watch bands, are now in full swing 
in their new plant, located at 161 Sixth 
Ave., New York, where they occupy an 
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The tool department of the 
new J-B plant is exception- 
ally complete and modern. 





entire floor in the Butterick Bldg. 

The plant is equipped with the most 
modern tools and methods for the fab- 
rication of watch attachments. 








AMONG THOSE PRESENT 


Front row, left to right: L. W. Moch, E. J. 
Shimoff, J. L. Ledbetter, advertising man- 
ager; Mrs. L. L. Gardner, general manager; 
H. W. Whiteaker, sales manager; J. A. Led- 
better, O. C. Sheets. Top row: Harold Kel- 
ler, Herbert W. Light, H. E. Kelley, Jr. 
(D'Arcy Adv. Co.), W. A. Butler, E. Elowitz, 
Vernon C. Olsen, J. B. Wells (D'Arcy), 
Harold Moscowitz and Frank Magowan. 


were the presentation of the elaborate 
new sales portfolio by H. W. Whiteaker, 
sales manager, and the discussing of new 
national advertising and point of sale 
displays by J. L. Ledbetter, advertising 
manager. Present at all the meetings 
were J. B. Wells and H. E. Kelley, Jr., 
of D’Arcy Advertising Co., the Prince 
Gardner agency. ‘The display and dis- 
cussion of two new members of the 
Prince Gardner family, the clever Debu 
Pac for women and the revolutionary 
Registrar for men, took up most of the 
second day. An open forum, in which 
sales problems were presented and 
quickly ironed out, followed. 

The lighter side of the sales meeting 
included a trip to the famous Municipal 
Opera to see Victor Herbert’s “Sweet- 
hearts” and a baseball game. 
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NEW MODELS, MORE ADVERTISING FOR WARREN TELECHRON 








Under the sponsorship of “Father 
Telechron,” newly adopted salesmanikin 
of the Warren Telechron Co., pioneer 
manufacturers of synchronous electric 
clocks, the company held its annual con- 
ference of sales and manufacturing per- 
sonnel at Ashland, Mass., during the 
week of June 16. 

A wide array of new models, supported 
by a strong advertising and promotional 
campaign, was enthusiastically received 


New Bulova Display For 
Military Models 
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display, illustrated 
above, shows Bulova’s new military 
watches off to good advantage in a blaze 
of patriotic color. The watches range in 
price from $24.75 to $49.50 and from 15 
jewels to 21 jewels. All are boxed in 
the new silk, fabrikoid and metal box 
designed especially for presentation to 
the young “selectee.” 

In five striking colors, the display 
shows a soldier and a sailor, with the 
great American eagle in the background. 

The general motif of the display, along 
with other original ideas, has been car- 
ried out in an ad mat campaign, which 
is supplied without charge to Bulova 
dealers, 
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Salesmen and executives of the Warren Telechron 

Co., (above) gave an enthusiastic welcome to the 

new clocks and the expanded advertising program 

which "Father Telechron” (left) will help to sell 
this fall and winter. 


by all members of this oldest electric 
clock company. 

The fall advertising program was out- 
lined by representatives of N. W. Ayer 
& Sons, who are the agency handling 
the account. Much expanded over the 
Telechron program of a year ago, a 
larger selection of national magazines 
will carry millions of Telechron clock 
advertisements to prospective customers 
throughout the balance of the year. 


Schick Changes Corporate Name, 
Announces Expanded 
Advertising Campaign 


Presaging the introduction of a new 
product in the near future, the name of 
Schick Dry Shaver, Ine, has been 
changed to Schick, Inc., it has been an- 
nounced by Ralph J. Cordiner, president. 
Further information regarding the ex- 
pansion program and the new product 
which is unrelated to electric shavers 
will be forthcoming shortly, Mr. Cordiner 
advised. 

Schick’s addition of a new product 
marks the beginning of an expansion 
program, Mr. Cordiner said, and does 
not indicate any intention of relinquish- 
ing the position the firm holds in the 
electric shaver industry. A continuing 
increase in electric shaver sales can be 
expected for an indefinite period, he be- 
lieves. The market is far from saturated 
and, with a large percentage of the 
1,200,000 young men starting to shave 
every year using electric shavers, any 
ceiling is difficult to visualize. 

In fact, with sales showing an_ in- 
crease of 48 per cent in the first six 
months of 1941, Schick, Inc., has launched 
a Fall campaign which Kenneth C. Gif- 
ford, vice-president in charge of sales 
and advertising, describes as the most 
aggressive ever undertaken by the firm. 
The advertising is supplemented by two 
unusual deals for retailers and strong 
merchandising support. Window and 
counter cards, consumer folders, and 
newspaper mats are included in the pro- 
gram of sales helps. 

The deals for the retailers are known 








as the “Lucky 7 “and the “Special 4” 
In the former, a store buys any assort- 
ment of six from the three Schick models 
the Colonel, the Flyer, or the Dress Kit. 
With each deal the retailer gets a Schick 
Colonel free, which is equivalent to mak- 
ing the net discount 47.5 to 50 per cent 
depending on the assortment. With the 
Special 4 deal, the retailer buys any 
three Schick shavers and is entitled to 4 
Colonel for $5, making the discount 
range from 44 to 45.5 per cent. Retail- 
ers are limited to ten deals in both 
cases. 

At the Schick sales convention just 
concluded, predictions were made that 
sales this Fall would ‘show an even 
greater increase than in the first six 
months. Salesmen from all sections of 
the country reported a growing demand 
for electric shavers. Soldiers in Army 
camps were said to be using shavers in 
increasing numbers and the higher in- 
comes from defense activity were said 
to be opening a large market among 
factory workers. 





At the Schick sales conference where the 
aggressive electric shaver campaign was 
announced, Mike Kahle of Schick's Chicago 
staff, enjoys his "horse-and-buqgy" shaving 
mug. Every Schick distributor received one 
of these inscribed muqs with a label read- 
ing: “What could you do with this?” as an 
attention-getter for the Schick program. 


Remington Shaver Holds 
Annual Sales Convention 


On Monday, July 21, more than 50 
district sales managers and salesmen of 
the Electric Shaver Division of Reming- 
ton Rand, Inc., met at Hotel Barnum, 
Bridgeport, Conn., for a three-day sales 
meeting. 

J. S. Engel, general sales manager, in 
announcing the meeting, stated that the 
details of the 1942 product would be 
given to the organization at these ses- 
sions, and that the fall ands winter ad- 
vertising program, which will be the 
largest ever undertaken by the company, 
will also be disclosed, 

The fall campaign, Mr. Engel stated, 
is believed to be the largest consumer 
program ever undertaken by any electric 
shaver manufacturer, and includes 49 
insertions in twelve leading magazines, 
most of them in full pages, and full 
color. 

Cooperative newspaper advertising in 
conjunction with the dealer will also be 
continued, and a full line of dealer helps 
including mailing pieces and window and 
counter displays will be available. 

Remington Shaver sales for the first 
half of 1941 are 70 per cent above those 
for the corresponding period a year ago. 
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Bulova Plans Unique Christmas Folder 


A unique Christmas merchandise fold- 
er, for Bulova dealers, more elaborate 
and comprehensive than any the company 
has previously offered, is now in course 
of preparation. : 

Some 150 items of general jewelry 
merchandise are displayed in it in addi- 
tion to 16 Bulova watches. The folder, 
which will be printed in five colors, in- 
cluding gold, on fine quality coated 
paper, is so designed that it can be used 
as either a self-mailer or as an enclosure 
for a standard No. 10 envelope. 

Four places are provided for the 
jeweler’s own imprint — one on each of 
the four pages of the cover. 

Ladies’ diamond rings, and stone-set 
rings, men’s jewelry, fountain pens, gen- 
eral jewelry merchandise, silverware, 
household) ware, men’s and women’s 
Westfield watches, ladies’ lockets and 
two spread of Bulova watches are shown 
in the folder, with the contents grouped 
for easy reference. 


Manning-Bowman Staff Studies New 
Items, Hears Advertising Plans 


Presentation of several new items that 
are being added to the company’s line 
and a preview of 1941-42 merchandising 
and advertising plans were the high- 
lights of the 83rd annual sales confer- 
ence of Manning, Bowman & Co. held 
at Meriden, Conn., June 9 through 13. 
Salesmen and district managers from 
throughout the country were in attend- 
ance for the four-day meeting, enthusi- 
astically proclaimed as the outstanding 
gathering of its kind in the company’s 
history. 

New appliances and giftware items 
about to appear under the Manning- 
Bowman trade mark were introduced by 
A. L. Wilkinson, vice-president in charge 
of sales, and include the company’s new 
automatic two-slice toaster, “The Toaster 
With The ‘Tester,’ “Long-Last” Percola- 
tor, new model heating pad, several new 
models of baby bottle warmers, new ‘Tip 
N’ Turn toaster, new automatic egg 
cooker, and others. Mr. Wilkinson  re- 
vealed that the company’s fall plans 
were built around the theme of the 
Manning-Bowman “Quality Quins” — five 
of the company’s most popular appli- 
ances singled out for special promotion. 

The recent sale of the controlling in- 
terest in Manning-Bowman was disclosed 
at the meeting, and J. A. Underwood, 
speaking for the new management, 
pledged a continuation of the manufac- 
turing and merchandising policies that 
have been identified with Manning-Bow- 
man operations for so many years. 

Merchandising and advertising plans 
for the coming sales season were outlined 
by W. R. Freeman, assistant general 
sales manager, and Franklin Owen of 
Kenyon & Eckhardt advertising agency 
of New York, and included enlarged re- 
productions of consumer and trade ad- 
vertising in eight nationally circulated 
consumer and trade publications. The 
‘ampaign will be supplemented with an 
intensive point of sale and direct mail 
drive. Manning-Bowman sales for the 
first half of 1941 were just under double 
those for the first six months of last 
year. 

A testimonial dinner was tendered to 
H. B. O’Brien, retiring president, to 
whom was presented a scroll of friend- 
ship signed by 100 key persons in the 
organization and a leather chair for his 
hunting and fishing lodge in Maine. 
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Ronson Sales Meeting Shapes Selling Plans 


And Platform of Help to Retailer 


° 





Members of Ronson sales personnel relaxing June 28 on Long Lane Farm, a 60-acre tract 
at Scobeyville, N. J., owned by A. Harris, president of the company. 


Sales personnel of the Art Metal 
Works, manufacturers of Ronson light- 
ers, gathered at the home office on June 
25 for their semi-annual meeting to dis- 
cuss the sales plans, advertising pro- 
gram, merchandising methods to be fol- 
lowed by the company during the com- 
ing fall and winter. 

The meetings, which occupied three 
days, were largely devoted to frank 
round-table discussions and recom- 
mendations by the staff themselves with 
everyone taking part and suggestions 
and opinions carefuliy noted as a guide 
in formulating the policies to be fol- 
lowed. 

Items that should be featured, it was 
agreed, are the new “Whirlwind” model 
whose collapsible windshield making out- 
door use possible has made it one of the 
best selling numbers in the line, the 
popular-priced “Pal” which combines 
cigarette case and lighter at only $5, and 
the “Crown” and “Queen Anne” table 
lighters which are also in the popular 
price field. 

New plans for cooperating with and 
helping the dealer were enthusiastically 
received, notably the new “Jim Sales” 
book which has been featured in recent 


Novel Display for Walter 
Lampl's Birthflower Hearts 


This novel dis- 
play presents Wal- 
ter Lampl’s newest 
creation, Birth- 
flower heart brace- 
let charms. One for 
each month of the 
year, the birth- 
flower is hand- 
painted in enamei 
on sterling silver, 
mounted with au- 
thentic birthstones. 

This copyrighted 
display has a 
spray of artificial 
leaves, and is 
shipped without 
cost with each 
original order. A : 
Birthflower heart, 
one for each of the twelve months of 
the year, is attached to each leaf. The 
hearts, which are all design patented, 
retail at $1 each. 








“teaser” advertising and which will be 
distributed in about two weeks. Tied in 
with this book are prize contests for 
retailers and wholesaler’s salesmen re- 
spectively. 

Present advertising plans call for 
frequent insertions of liberal size in a 
substantial list of leading magazines, in- 
cluding Life, Saturday Evening Post, 
Ladies Home Journal, and others, sup- 
plemented with a strong campaign in 
the rotogravure sections of Sunday 
newspapers. Sales and dealer helps will 
include new packaging of accessories 
this fall, new consumer literature, new 
window and counter displays, and a new 
ad mat service. 

Presentations were made and discus- 
sions were led by A. Harris, president; 
F. W. Osgood, sales manager; and A. 
R. Nathan, advertising director. 

A fourth day, after the business ses- 
sion closed, was spent by the or- 
ganization as guests of Mr. Harris at his 
long Lane Farm, Scobeyville, N. J., 
where the salesmen inspected the prize 
winning poultry and cattle, played out- 
door games, and wound up with an old- 
time cutdoor barbecue dinner. 








Longines-Wittnauer Holds 
Mid-Summer Sales Meetings 


Sales force and executives of the Lon- 
gines-Wittnauer Watch Co. assembled 
at the Hotel Astor, New York, June 30 
for the annual mid-year three-day sales 
meetings. Fred Cartoun, vice-president 
and general sales manager of the com- 
pany, announced that sales and deliveries 
for the month of June were the largest, 
except for one month, in the company’s 
history, and that in some months of 1941 
had actually exceeded total annual sales 
for 1935. A sales increase of 30 per cent 
over last year is anticipated. -Mr. Car- 
toun attributed this not so much to the 
general betterment of business condi- 
tions as to the cumulative effect of the 
past five-year advertising history of the 
company, in which a substantial increase 
in the appropriation has been made every 
year including the present. 

“In times like these,” said he, “when 
sales are easier to obtain, there is often 
a temptation to save money by cutting 
the advertising expenditure. We could 
easily undoubtedly reduce our appro- 
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priation by a large sum without affecting 
our 1941 sales in the slightest. What we 
are doing, however, is to increase our 
advertising appropriation over the figure 
established at the beginning of the year.” 
For example, he explained, “The World’s 
Most Honored Music” programs present- 
ing the Longines Symphonette, which is 
currently being heard over 75 leading 
radio stations, is entirely an addition to 
the original 1941 appropriation, and in 
September will be increased to a mini- 
mum of 126 and perhaps as many as 
150 radio stations. 

John P. V. Heinmuller, president of 
the company, reviewed the work of the 
Longines and Wittnauer factories and 
told of various improvements in con- 
struction of movements that have been 
made during the past year. Equal em- 
phasis was given to the distinctive ad- 
vances in styling in the 1941 fall lines, 
and many of the numbers were greeted 
by the salesmen with loud applause. 

Morris Guilden, treasurer of the com- 
pany, reviewed the prospect of sales as 
against current production and an- 
nounced that the backlog of unfilled 
orders at the present time was at an all- 
time high. However, deliveries are run- 
ning considerably ahead of last year and 
no great delays are expected in the 
future. Nevertheless, he said, both sales 
and deliveries are running close to peak 
production, and every effort will be made 
to increase output to cope with the sit- 
uation which is expected in 1942. 

Enthusiasm throughout the meetings 
was high, with salesmen from all sec- 
tions reporting substantial increases in 
demand for the higher priced models, 
and it was the consensus of opinion that 
in view of the growing demand for 
merchandise and the rising national in- 
come, the expected tax on watches and 
jewelry would not greatly affect the 
volume of business. 


Enos a ow 
Celebrates Centennial 


To few business houses ever comes the 
distinction of completing a century of 
successful business — still fewer remain 
in the ownership of the same family 
continuously throughout that time — and 
almost never is the succession unbroken 
from father to son for 100 years. 

Enos Richardson & Co., which in 1941 
is celebrating the centennial of its found- 
ing, enjoys all of those distinctions. 
Founded in 1841 by Enos Richardson, it 
is headed today by another Enos Rich- 
ardson, great-grandson of the original 
Enos who brought from New England 
100 years ago the sound business judg- 
ment, rigid ethics, and creative ability 
that gave the company its start as one 
of the pioneers of America’s fine jewelry 
business. 

Still another unusual] fact distinguishes 
this firm even among other centenarians. 
Today, after 100 years, it is still located 
at the same address where it first opened 
its doors, with a manufacturing plant at 
Green and Columbia Sts. in Newark, N. 
J., and offices at 23 Maiden Lane, New 
York. It is unlikely that any firm in 
America could duplicate this record. 

The company also remained continu- 
ously in the same line of endeavor—the 
making of high grade gold jewelry, and 
continues to be regarded as one of the 
leaders in this field. 

“Many of the people connected with 
Enos Richardson & Co. have grown up 
in the traditions of the firm and have 
long records of service. Fred R. Keller, 
the treasurer, has been associated with 
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the house for 47 years, George W. 
Schaefer for 31, Lewis F. Cass for 21 
years, and many of the men in the shop 
were preceded at the same benches by 
their fathers and even, in some cases, 
their grandfathers. 

One hundred years young, Enos Rich- 
ardson & Co. carries on. 


MEET GRUEN'S NEW 
VICE-PRESIDENT 


Joseph Kane has 
been elected vice- 
president in charge 
of production of the 
Gruen Watch Co. 
by recent action of 
the board of direc- 
tors. Mr. Kane mer- 
ited this signal 
honor by his fine 
work as production 
manager of the same 
firm. 











Arrow Employees to Picnic 


On August 16, the annual employees 
outing of the Arrow Mfg. Co., box and 
display manufacturers, of Hoboken, N. 
J., at which the company is the host to 
its entire organization, will be held at 
Blasbergs Farm, Hawthorne, N. J. All 
employees and guests will leave from the 
Arrow plant in Hoboken, by private car 
and chartered bus, to the picnic grounds, 
where lunch will be served, and all kinds 
of athletic games arranged, to be cli- 
maxed in the evening by a dinner dance. 
Over 350 guests are expected. 


Colorful Elgin Portfolio Tells 
Jewelers of Present Opportunity 


“All America Is In The Money!” is 
the intriguing title of a presentation now 
being made by salesmen of the Elgin 
National Watch Co. and by Elgin whole- 
salers’ salesmen to retail jewelers. 

Everywhere, according to: this Elgin 
presentation, there is now news of more 
jobs, more income, and more dollars for 
people of average means to spend. It is 
shown that employment is now at a 
record high due to the billions for de- 
fense and the demand for consumer 
goods; that the national income is ex- 
pected to top the 82 billion mark of 1929, 
and that the averages of 16 million em- 
ployed industrial workers show an esti- 
mated $26.73 a month above living ex- 
penses available for additional buying. 

Thus, with some 11 billions of dollars 
estimated to be what Americans will 
have for extra spending this year, Elgin 
believes jewelers can expect the largest 
business since 1929. 

The fact that Elgin’s sales and de- 
liveries during the first four months of 
1941 have been the largest in its 77-year 
history is proof of this growing demand, 
says H. D. Schaeffer, vice-president. 

To help jewelers bid for an even 
greater share of America’s extra dollars, 
says Mr. Schaeffer, Elgin has produced 
a complete line of new timepieces for 
1941-1942. These new models, which in- 
clude many new features, are now being 
presented to the trade in the 1942 Elgin 
catalog. 

Although the presentation of its new 
1942 models is scarcely a month old, 
Elgin National Watch Co. reports a 
record volume of sales already received 
and the prospect of the greatest fall 
season in the company’s history. 











Many New Items in Swank's Fall Line 


Following a showing to all of its 
wholesalers, Swank, Inc., men’s jewelry 
manutacturers, have started to deliver 
sample lines for the use of these distrib. 
utor salesmen. 

Featured in the new Swank line is a 
group of items of personalized jewelry 
called Aristo-gram, on which the owner’s 
initials are placed in a manner to simu- 
late the effect of having been cut b 
hand from the solid metal. Available 
are key chains, tie clips and chains, cuff 
links and belt buckles, each retailing at 
$1.50. 

Novelties include the Saber Tie Klip, 
in the form of a miniature scabbard 
sheathing a tiny saber which pulls out 
to serve as knife and nail file, the Horse 
Shoe Nail Tie Klip and collar holder 
set and a money clip in the shape of a 
dollar sign. One of the feature members 
is the DisCalendar knife, equipped with 
a waldemar chain. Automatic dialing 
provides a six-year calendar on one side 
of the disc, while on the other side the 
Aristo-gram personalized initials appear. 

In response to a pronounced demand 
for better qualities, Swank has enlarged 
its line of gold-filled jewelry, and this is 
being nationally advertised on a bigger 
seale this fall. 

In fact, Swank will do more national 
magazine advertising this fall alone than 
in any previous complete year. Over a 
dozen of the largest circulation maga- 
zines will be used, with practically all 
of the advertising in color and full 
pages. Because a recent survey devel- 
oped the information that 79 per cent 
of men’s jewelry at gift buying periods 
is bought by women, Swank, for the new 
season, is including in its list a group 
of dominant women’s publications. 

J. L. Grant, vice-president in charge 
of jewelry sales, stressed that the 
fashion trend is in favor of more 
jewelry for men, that more men can be 
sold more jewelry, and the greater earn- 
ing power in the nation means that more 
men will dress better individually. 
Sales figures, the salesmen were told, in- 
dicate that jewelry is becoming more 
and more popular in gift purchasing, 
and many jewelers in various sections 
of the country have developed their 
men’s jewelry departments, giving them 
a more prominent location and a better 
selection of stock. 


Universal Offers ''Electric Trousseau" 


Landers, Frary & Clark, New Britain, 
Conn., makers of “Universal” electric 
household equipment, are offering a new 
sales unit which combines three of the 
most popular items in the line especially 
selected and packaged for gift purposes. 
Named the Electrical Trousseau, the unit 
includes a walnut finish gift chest de- 
signed for “glamorous giving” into which 
are fitted an electric toaster, an electric 
iron, and an electric waffle iron. 

The silent suggestion which a display 
of this unit makes for giving a “set” of 
electric appliances in a handsome perma- 
nent container is expected to make many 
a sale of three items grow where only 
one grew before. 





Berman’s Jewelry Store, at Charles- 
ton, W. Va. on June 4 had its third 
robbery of the year, the loss amounting 
to between $500 and $1,000 worth of 
gems. Around $3,000 in merchandise was 
stolen in February and approximately 
$1,500 worth three months ago. 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















S 


INDEX TO ADVERTISEMENTS 





Acme vom br ai Oe 2 ate eee he Sot ws ae a7 Garwe- -Frohman Co, .ccs-sccecces: 178 Oneida, Ltd. 
derer Alexander .........-..-- 55, 16 Grea, GC. Bis GOO 6 wc cocacenes ts 165 
eonsteln- Woronock & Sons, Inc. .. 28 Gift & Art Directory, 225 Sth Ave... 155 Ostby ‘aaa Cb. = oe 
Alberts, I., & Sons, Inc. ...........- 179 Gluck, Martin, & Sons ............. 177 insia F 
Au, d. Mohammad, MN «3? eet Sse S eracaca: CIT ORP ORS Since cc eo aaweonns. 8 ‘ ae Cree 
Allen, Bent, RP . a. ee ret Hi pe i. SE eee reer 127 
American Ar oys, Inc. ......... 35 x0ld Filled & Rolled Gold Plat Parker P tees i 
‘American Setting Co. ............-- 162 OOMMG  cinciaarusiee ees hacn we n an Ae YS : 42 Percival, D. Go & _— —e orn 
‘American Time Products, Inc....... 182 Gordim, Brother. x i..5 css cccwece: 142 Philadelphia College of Horology.... 
9 Vp. QV ‘ BY. a 170 
Anthony, J. L., & Co. ..........+..- 42 ee MSS eee eee ree 143 Pitcairn, Wm. S., Corp. 180 
Arch Crown Tag & Stamping Co..... 168 Graff, Washbourne & Dunn ........ 167 Plainville Stock Co. ............... 44 
Aristo Import Co., Inc. ...........-. 171 ee ae 176 DOL Es s vac adacnensawad’ 168 
Aromate, Bsce.. a a orreteiaaran ; a9 phon a Cee Se ra tee eae 178 Pond, A. H., & Co., Inc. .......... 83 
Arrow Mfg. Co., Inc. ...........%... 5 Gwuem WOUND, 0... cccces-- es 54, 55 i Be eeepteennenr ss 
Art Metal “Works, oe sta ecaan: {i3 — Gurfein, Louis, & Son... 89 Proessler, C. & Son .......00011 44 
a ae. ct ctee Cane e oe k be K 
Avery Adhesives ..........++++.-4- 138 
—_ Quaker Silver Co. .... 125 
OD Siac ha cis pohcnas i. en eee ee . 
sella ‘ ag aha CRN odes cad nemateaae dt . "17 
aker i TNR Sicieeiedilc eewamees 7 mentItOms WOten CO. oie ccewencades 16 i . 
Ball Co. ...+ee- Wott e eee eee es 10 Bearrimgam, Wri BM. i.e... c cc ceees 155 oe gt lg oo Sere et ae 
Ballou, B. A, & Co., BUS  6ecac eeeces 34 Hasse, Herbert .......... see aenalarans 176 Rich, C. B., Co ee es eee Ss aa 
Bates, ye. —_ Hea DHS ae adie eae Hh: —— neh, & CO, ING: .ccce ce 181 Rich. Jos. A OT Rtn aga de aS ath sa. 
auer OS OT CC CORTE CELE ee, a eS 181 ich: ia oe eee 
a aya By Cor, TRG 2. ccs a7 ee Ri GREENS. cunacncncmasaes 26 canine, Wine the eo, Sas san 
ecken, Oi arn es a 31 Glu de Bec Oe so. oics oe cccieac. 1 PEA | Si aR SSS 
Becker- -Heckman oo Se ee eee es 174 Hertel, Wm., & Co., Ime. ... 2.2.26: 168 incateis a aed Noles pe itt 7 
eee Ce OGOR 640 ewcitsnas +38 a ga Oscar, & Bros., Inc. ...... 88 Royal Dial & Talaishinn appetites 169 
enedict Oc y ONG NM cia ca enw anedecacaddaneene us 14 y i iaien - 
a orgy as (0 SRG ee ara ee 177 Res ie OE GS 5. aka ceneuueaens 42 stint dateacaicr halk nade ainianiiataadics _ 
we el award re roe Tt eee He + pear —— Ge adie adn ote ewewwa 42 
or pasate net eaes orwig, DEY cha ew ceo wba wae we 164 Sauer, A., & Co. .. ohana oes 
a, ree ci etncseen Cee ee 
Braunfeld & Mehlman ............ 167 gl dal redo ali alggee A * 
oF. 6 ; GEES oc eccedavoanccceqeadaes 178 
Eee eee Oe ee 1 Imperial Pearl Syndicate ........ 84, 85 Schrager, H. M., & Co., Inc. ....... 52 
— aa leans 170 eee a Wire Co. ...... 42 a * OE MN 6 63's): vce e ew eae 172 
Brown & Mills, inc. ee ; 158 ernationa Os ae. Ae ees 4, 5 cnumer oo Ss ae eee 164 
ll pall la E> eer ee rer cre rere 135 
Deaewel, A. GtAnMley .: 2. cicsesss 150, 158 pos Scns ggg) Salle ta a 
Buffalo Machine Mfg. Xo. ......... tt SACO, Th BOG OG. 66 ocak Kwawewes 178 Shiman Mfg. Co., Inc. ........... 29 
Bulova Watch Co. ah . -1 : Jacoby-Bender, Inc. ..........2.e0. 25 Sickles, Louis ....--....---. 126, 141, 170 
Saale atari sea a Johnson, Matthey & Co., Inc. ........ 51 fe Mm, & Same, IMG. .cccccccsss Be 
ohnston, W. J. Co, The ......... 177 ilverling .........-. eee ee cece eens 175 
Po ee eer ee 167 
Casticton Chine, Inc. «.....e.c. sb she 181 ee eer reer rer ee 169 
Gumtenl Watch Co. ..............0. 174 a pS Peer rr rere cee 168 
Teel ‘Wate taderkiis & ‘ieianie ie. En & 3. & be oan sie seesees 86 Smyth, Albert S., Co., bae. seat are 172 
Seger inee merely 170 Mate a O sah - PfelG 2. nce. eeee 182 Ce Bk a een pe 144 
China Overseas, Inc. ............... 155 elon Bros. Mfg. Co. ..._..... “a Special Notices, 
pcan oo ws We i. caseeaae a a Keystone hate i Ge. ae eenen mun 188, 189, 190, 191, 192, ” 
Cleveland Metallic Process Go. 2.11175 = Kiphis dee ten, ablisher..-..--- 144 Sperling, Claude M.'.--..........-: 183 
Guim, Minute .........<.0.. +n... 184 Kia hich Dt do ceccccccccesescsececes 144 Side weaeee Cae OO. sc ccsvsscwus es 12 
oo hg eed ee 155 irk-Rich Dial I ak aso wagered 175 ee a SC; ees ere Pe 42 
Cooke, Dunbar 7 dk on a gs Aig ce ia le ES Sas ee eae 
ooke, E. N., Plate Co. ........... 42 9 MAX ....6. cee cerereeeees SOU, I ON sn cc cteeewetodane 93 
Cooper, Jos. ., ry ey Inc. gabe fee wae ie eetaaavaiecas ee aay Straub, Paul A & Co, Tee... 06<0s Mh 
ela Ompeon, INC, ....6066.0. 141 is race Mte Coro. .._ 5 ae OD ENE « « «oon nan +480 0 ne 
an wk ot 32 Kreisler, Jacques, Mfg. Corp....... 14, 15 Surnamer, as Gee sv ancecneeusases 96, 168 
NEE RUN a owas wie @ainsie dsc ta et 36, 37 
py: eee cer 
EGU, WRNOR oon ews seWns meee. 97 ™ 
Dean Co. ...... Secmeaes ... 167 Pasko Strap Co. .......+...0eeeeee. 31 
DeBeers Consolidated’ Mines, “Ltd., Leseli: Ge Gamee co. cece ces cc cee ds 42 Tharaud, Justin, Inc. .............. 180 
and Associated Companies ........ 77 Lees & Sanders, Ltd. ............. 184 Triangle Jewelry Mfg. Co. ........ 177 
Dee, Thomas : oa op. alana 129 pom a. GT So ia etek wee 152 Tuttle -Silver Co., Inc. ......-cceeee 179 
|. eee ae 50 ; Being TR alata Malladid 181 
Dimes, Richard, Co. ||... |... Eee Be Pee, Ce nas i hess we cwemes 45 y : ; 
a. t. DEE. cass sc84u%0 178 eye Christie & —_ peat betel fc 91, 167 Union Plat He Wire Co, saceveranei: i 
oskow, Leonore .............- 5 indemann, W. EB. ............. ++. 180 inter! " ms... 
Doubrava Co. . ce aa cd Clea Ste ie? Little, George F., ‘Management, Inc.. 151 se wasn, ee <s00srss 33 
Dreher Bros. & Wider ............ 92 EDEWIE GS ROUSE «cose scegascucssnes 178 SR See wrens + ~~: +90 i. 
Longines-Wittnauer Watch Co. Inc. 69 Uy Ge Fa Oe. 5 os ewes ct i eendses 172 
PRONE i soca wdu cue waa 99 
Ebeling & Reuss, Inc. 149 Vaeistanion & Some =... cece. aweds 162 
Higin National Watch Co... |. 99 Venerbeck & Clase Co...) - 2.2.22... 42 
Ellis, Gerold, Co. ....... geerepakine Makepiece, D. E., & Co. ........... 42 Vernon-Benshoff Co. .........--++-- 176 
Engel, J.. & Co.. Inc. ated i Manchester Silver Co........ 122, 123, 171 Verlys’ of America, Inc. .........-.. 152 
Bnright-Le Carboulee, Inc. . ae > pm eg shan CN... wesiccinn ces 139 
erna toh anning, Bowman & Co. ........ 33, 15 
pty jag ie he America, Ine. Ly Marathon Co. ........ 1" a ate! vn = Wadsworth Watch Case Co. ........ 95 
Everlast Metal Products Girp...158, 155 Marvin Watch Co, «oso 0 2 TE cr fig ag Sigegnepell pea menier 13 
: Sasena Secs tesneta sesce es Ae WI eG Cae aae aan waaeaes 
change Watch Repair Co. ........ 169 eng Pee ah en cy Optometry, 179 Wallace, R., & Sons Mfg. Co. 
McRae & Shaw ..012122122211.111 135 te ant aan ae 108, 111, 118, 115, 
Fr Meakin & Ridgway, Inc. ......... na : 
Fan Co. The gig ttttttneeceees 060 Ole cee 180 Waltham Watch Co. ........-..--. 24 
ee CO oe oe a tye 169 ihtoas taut Meteo Ge Want Advertisements, 
Fine, Max, & Ss I r4 ia efinishing Co. ...... 174 
Fi K , é OMe, SHG. ..sccceevic 81 Mido Watches 30 188, 189, 190, 191, 192, 193 
Finkelman, M. Y. ‘ ' STO pein iia 174 Siiittencha, K. mais — ; : ; : ’ . : : : . i W. & H. Jewelry Co., “i 38 
aang —— Glass Corp...155, i Miller, Clifford A., & Co., Inc. ...... 166 — Josiah, & Sons, Inc. .... 180 
te ee, ae ie Miller, Leon .. einhaus, Samuel, Co. ............ 176 
Forstner Chae Cis 13 aller, LOOM .....ccecccceessevcees 176 Wei : 
Freeman, Martin, oS Freee eee wees oie Moed, Theodore ........ ......+... 173 wien aa = — Feels ae ai 
Friedlaender, Belmuth & Applebaum, SE, OT TE, WA Ca++. AE Wells Manufacturing Co. ines eee 
wine. NNO Orr Shae eG ie aise 180 Western Tray & Case Co. .......... 178 
® iedman Gem Co., Inc. ........... 167 Nath s., Whitelaw Brothers .............«-+- 90 
uller, George H., _oo as... 174 athan, a a. 4 tee nce ore 166 Wolfsheim & Sachs, Inc. ........ 160, 161 
National Jewelers’ Mutual Fire Insur- Wood, J. R 
cm a ood, J. R., & Sons, Inc. ........ 20, 21 
5 ee TTT Saito nate ge = Wyler Watch Corp. .. .......-.+-- 138 
Gemex Co. Ge re eee eae 27 New Haven Clock Co. .............. 129 
Fant Seedling be eeusaseees eames _ Qe Nona 4 H., & Co. .....--6-.- scene 174 Pe TR ogg sos awards cetera an 171 
Cdaiabe wa eiale ele awe . ye, fo oe ere: pe a eer 





FoR AUGU 
st, 1941 199 


ress 


2 A Sh I EN RGIS RS MAS 8 


AT A NN I BE TI ELGAR MARAT SS 





pn 





gti se ARC aE Di EP BE EI NE PEA 


Fr ere 


A RANE SR BROAD RI io ts RR i Fe 











Clad Gu Baeclucions +. 


WHO'S RESPONSIBLE? 


“Wuo ts responsible for the 10 per cent retail jewelry 
tax?” asks a four-page circular recently distributed by 
the president of NACJ. 

Well, as Al Smith used to say, let’s look at the record. 
A 10 per cent retail jewelry tax was first suggested in 
the program recommended by Assistant Secretary of The 
Treasury John L. Sullivan, who appeared before the 
Ways and Means Committee on the first day of the tax 
hearings, and whose complete statement is printed in the 
record of the proceedings of the Committee for April 24, 
1941, on pages 46 to 55, inclusive. The Treasury's pro- 
posal for a tax on jewelry appears in the table at the 
bottom of page 50—‘‘Jewelry, 10 per cent of retail sale 
price.” 

The Jewelry Industry Tax Committee thereupon set 
to work to try to lighten the burden. At a hearing on 
May 7, G. H. Niemeyer, speaking for the committee, 
urged that if any tax at all upon jewelry proved neces- 
sary, the rate should be not over 5 per cent of the retail 
value. His statement is recorded on pages 553 to 555 of 
the hearings of the Ways and Means Committee. 

Six days later, on May 13, representatives of NACJ 
appeared in Washington and asked that the entire struc- 
ture of the tax be changed so that it would be based on 
manufacturers’ sales, suggesting that the rate be 10 
per cent. 

Thus the committee representing all the rest of the 
industry concentrated on getting a lower rate—NACv 
tried to get Congress to alter the entire set-up of the tax. 

Which might have had the better chance of success if 
it had been backed by a completely united industry is 
anybody’s guess, though to us the first method seems to 
involve the less radical re-adjustment. 

However, “what might have been” is entirely beside 
the point. What actually happened was that representa- 
tives of a minority of retail jewelers, by refusing to 
accept the verdict of the majority of their fellow-retail- 
ers, presented to Congress a picture of an industry di- 
vided within itself and unable to agree on a program. 
All of which gave that august body a beautiful excuse to 
throw the arguments of both sides out of the window and 
revert to the original proposal made by the Treasury 
Department for a 10 per cent tax on retail sales. And 
that is exactly what they did. 

“Who is responsible for the 10 per cent retail jewelry 
tax?” To us the answer is obvious. 





UNITED ACTION NEEDED 


Prosects recently authorized by the War Depart- 
ment, according to a government bulletin dated July 3, 
include 36 post exchange offices and warehouses. 

How many of them, if any, will replace already exist- 
ing post exchanges, and how many will be erected in new 
camps where such trading centers have not yet been estab- 
lished, is not stated. In any case, it is evident that gov- 
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ernment-subsidized, cut-price competition with legitimate 
retail merchants is to be increased. 

No one can rightly object to the army providing facili- 
ties where enlisted men may purchase such little daily 
conveniences as cigarettes and chewing gum without hay- 
ing to go to town for them, but to set up general stores 
dealing in civilian clothing, furniture, cosmetics, electri- 
‘al appliances and jewelry—all at cut prices made pos- 
sible by government subsidy—is another story, and rank- 
ly unfair to tax-paying retailers in army post localities, 

The jewelry industry working alone has not had much 
success in combating this evil. Perhaps united action by 
merchants representing all kinds of business might carry 
more weight, and we suggest that ANRJA at its forth- 
coming convention take steps to secure action by the Na- 
tional Retail Council, of which it is a member, along with 
many similar associations in other retail fields. 

Strong concerted action by all lines of retail business 
has been notably successful in other drives to secure 
remedial legislation, and would probably be the most 
effective way to deal with this problem. 


A PATRIOTIC DUTY 

Ir isn’t very often possible to combine a_ patriotic 
obligation with personal benefit, but here’s an oppor- 
tunity for the jewelry industry to do exactly that. 

Because the limited supplies of iridium are urgently 
needed for defense purposes in making certain vital parts 
for aviation engines, the government has asked the 
jewelry industry to discontinue the use of iridium as a 
hardening agent for platinum and use ruthenium instead. 

An alloy of 5 per cent ruthenium, which is another of 
the platinum group of metals, produces a metal of exactly 
the same color, exactly the same hardness, and of an even 
closer granular structure than the 10 per cent iridio- 
platinum to which the trade has been accustomed. And 
finally, its cost is considerably less. 

For every reason, therefore, the jewelry industry 
should be not only willing, but eager to comply with the 
request, and it is not surprising to learn that the response 
has been gratifyingly prompt and widespread. If, how- 
ever, there are any manufacturing jewelers who have not 
received the notification, or for any reason have not yet 
pledged their cooperation, we urge that they do so im- 
mediately, addressing their letters to R. E. McConnell, 
Office of Production Management, Washington, D. C. 

Retailers, too, can help by notifying their suppliers of 
their willingness to accept the ruthenium alloy in place 


of iridio-platinum. 
VA GE 


Editor 






THE JEWELERS’ CIRCULAR-KEYSTONE 








